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It’s all in the day’s work 






for the Mimeograph duplicator 


(Making and/or saving money for Modern Business) 
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The Mimeograph duplicator works 
with your own people—as easy : KA . 
. You give someone simplified forms that keep gray hairs from bookkeepers. }) 
the idea. She puts it onto the F 
Mimeograph stencil sheet. That One hundred Mimeograph stencil sheets could answer 


sheet goes to the Mimeograph 
duplicator. Just minutes from 
the start it’s a finished stack. 











Four Mimeograph stencil sheets mean 
four finished stacks of four different jobs— 
the answer to four different problems. 


Companies using the Mimeograph duplicator 
for letters have discovered dozens of other 
Mimeograph uses when they surveyed their problems. 





—everything from telephone pads to job tickets to new 


a 100 problems—if you had Mimeograph duplicators. 


See our lucal distributor in your city. A. B. Dick Company, Chicago 
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REPORTORIAL: 


SUNDAY EVENING, March 3lst... at The 
Direct Mail Center. An hour ago an 
American Airways Flagship swooped down 
to the breath-taking new New York Air- 
port. Said good-bye seven short hours ago 
to fine folks in Bangor, Maine ... even 
wasted a few hours in Boston ‘phoning 
usual “phonees” . and consuming din- 
ner in still-best hotel in the Statler Chain. 
Waitress No. 9 should be invited to show 
at next Hotel Convention what service 
really means. I wrote down one satisfying 
service sentence—“If you care for more 
cream in your coffee ... it will take only 
a minute.” 
ec 


Flew to Bangor on 29th to give Facts 
of Life About Direct Mail at University 
of Maine before Annual Convention of the 
Maine Hotel Managers Association. Gave 
the formulas and compared them with let- 
ters and booklets used by members of the 
audience. Same old mistakes in copy, for- 
mat and appea'! Same old repetitions of 
“IT”, “we, “us” and stilted phrases; same 
old standardization of format and copying 
competitors; same old disorganization of 
thinking; same old saying too much about 
the wrong thing and too little about the 
right thing; same few exceptions . . 
where originality put promotion head and 
But it’s a lot 


. and the friendly crowd took 


shoulders over competition. 
of fun.. 
criticism in good spirit because they knew 
it was meant to be helpful. “People” are 
pretty much alike ... whether they live 
in the sunny South or along the rock-ribbed 
coast of Maine. 

Billy Van showed up in midst of Bangor 
visit for his weekly broadcast over Yankee 
Network (Wrigley’s 6 P.M. Sunday). His 
endless enthusiasm is a tonic. Governor of 
Maine Barrows and Deputy Secretary of 
State of New Hampshire Jackson, dressed 
in chefs uniforms, staged Doughnut Mak- 
ing Contest commemorating 70th Anniver- 
sary of doughnut’s birth. Of course, Gov- 


ernor Barrows won. Good stunt. 
© 


Speaking of Criticism . . 
ourselves. 


. we get plenty 
Garth Henrichs didn’t like our 
“Contents Box” ... and he'll be glad to 
see the dots to the numbers. Jane Hop- 
kins of Southern States Iron Roofing Com- 
pany, Savannah, Georgia, thinks we made 
a mistake twisting the road back North 
from Florida sufficiently to bring us 
through Atlanta. She sends a booklet de- 

There 
Need it, 


scribing the beauty of Savannah. 
will be another vagabond trip. 
already. 

Some folks thought we ought to give 
more definitions of “How Long Should a 


Letter Be?” Lisette B. Hamelman of 
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VISIT THE DIRECT MAIL 





CENTER FOR 


DIRECT MAIL IDEAS 





Liquid Veneer Corporation reminded us of 
Abe  Lincoln’s 
should be long reach the 
Another gave the old simile that 


answer— ‘a man’s _ legs 
enough to 
ground.” 
a woman’s skirt should be long enough to 
cover the subject; Sid Edlund contributed 


— ‘How long should a bridge be?” 
e 


If Criticism (given and taken) makes 
. this 24th 
issue of The Reporter will be an assurance 


a magazine sparkle and live. . 


The chart on page four and 
the article “What are the Jobs in Adver- 
tising?” (page 5) are sincerely submitted 


of long life. 


for the guidance of those who want ‘o 
guide others. Plenty of other criticisms in 


this report of March activities. 
° 


More visitors than ever at 
Direct Mail Center during March. Most 
of them caught us in the middle of the 
mess. of 


Activities ? 


rebuilding exhibits. Phoenix 
Flame Hig said it’s always that way when 
he comes. But it is calm and peaceful 
Incidentally, several teachers 
of printing or marketing have brought 
classes to Direct Mail Center—and the 
latch string is out for others any time. 
Enjoyed a trip over to South Orange High 
School to give “Facts of Life” to adult 


class in Advertising. Charlie Morris con- 


sometimes. 








cluded another successful series of Linde 
Clinics. General Printing Ink started the 
first of what looks like a successful series 
of Clinics. The Institute of House Maga- 
zine Editors had an Annual Awards Din- 
ner, etc., etc. ... We try 
to keep up with as much as possible. 


and so it goes. 


Getting geared for busy days ahead. 
“Facts of Life” at Springfield, Mass. Ad 
Club on April 16th; Direct Mail School 
starts the 18th; two lectures at University 
of Pennsylvania are scheduled for 24th and 
25th ... and = Affiliation 
Buffalo has us booked for a two hour criti- 
cal Clinic on Direct Mail, May 4th. It’s 
a great life, if... 


Convention in 


The Direct Mail Advertising Association 
announced that the 23rd Annual Conven- 
tion will be held in Atlantic City in Chal- 
fonte-Haddon Hall on October 2, 3, 4. A 
wise move. . First time D.M. 
A.A. has met in a resort town. 


. says we. 
It’s pos- 
exhibits. 
Conventions we've attended in Atlantic 
City have always been tops for crowd 


sible now without commercial 


spirit and holding crowd together. So... 


I'll be seeing you beside the seaside in 
October. 


H. H. 
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WHAT ARE THE JOBS IN 


ADVERTISING 


About this time of year, advertising men receive requests for advice from 
near-graduating students who wish to “start in advertising.” Advertising 
seems to offer a glamorous and romantic joy-ride in business, but few people 
desiring to embark on the adventure know much about the take-off or the 
landing. You cannot blame them . . . because many seasoned pilots have 


lost (or never had) a compass. 


We were therefore pleased to read that Mark O’Dea, Advertising Execu- 
tive, 400 Madison Avenue, New York City, had produced a Second Edition 
of his booklet “Advertising As a Career . . . a vocational guide for youth.” 
A private project . . Distributed at cost of printing, postage 
and handling . . . 30c for a single copy or 24c each for ten or more copies. 
We have read every word of the book several times and will recommend it 


. not for profit. 


to all young people who ask for our advice. 


BUT ... I will tie strings to my recommendation . . . by submitting the 
criticisms contained in this item. Mark O’Dea is a broadminded crusader .. . 
otherwise he would not have asked for advice and criticism of other adver- 
It is not easy to criticize the work of someone who is doing a 
labor of love .. . and who is honestly trying to help young people who want 


to get into advertising. We give our criticisms for what they may be worth 


tising men. 


with the hope that some day there will be a book with a complete description 
of the advertising profession. 


OUR CRITICISMS FOR MARK O’DEA 


1. The first 61 pages of this 128 page book are devoted to defining and 
The definitions given by the experts are indefinite 


Such as: 


defending advertising. 
and at times inconsistent. 

“Advertising is the most economical means of reaching people with a message 
regarding a product or service.” 


“Advertising in its essence is simply telling a great many people about something 
in the quickest possible time at the lowest possible cost.” 


“Advertising is the process of disseminating impressions to the public for commercial 
purposes.” 


What 


Those statements are inaccurate, incomplete and disconcerting. 
kind of “advertising” are they talking about? 
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WHAT'S THIS? 


PHOTOGRAPHER Jay Florian Mitchell showed 
your reporter an example which takes the 
cake for stupidness in Direct Mail. He 
received an envelope addressed to the Jay 
Commercial Photographer. The corner 
card of the firm issuing the mailing was 
typewritten in the upper left-hand corner. 
Poorly typed at that. Inside was an appeal 
soliciting orders for fine envelopes .. . and 
listing the prices for printing the corner 
card. Good Gadvertising . . . they don’t 
even print their own corner card! 


SAMPLING 


IF ANY OF YOU want to see a beautiful 
example of intelligent sampling by Direct 
Mail, write to B. T. Hoffmaster of The 
Products Company, Menasha, 
Wisconsin. It’s an unexplainable mailing 
piece sent to retail meat markets as part 
of a promotional campaign to sell Kabnet 


Menasha 


Wax waxed paper for use in wrapping 
meat packages. The mailing piece is a 
complicated die-cut miniature of the paper 
container which is used in butcher shops. 
Samples of the wax paper are inserted and 
you can pull them out one sheet at a time 
. . . just like the original package. That 
is intelligent sampling. It’s good show- 
manship. It is good realism. 


And speaking of sampling, a salute of 
some kind or other should go to The Do- 
beckmun Company, 3301-10 Monroe Ave- 
nue, Cleveland, Ohio, for its beautiful port- 
folio (laminated cover, of course) an- 
nouncing a new invention of “vital im- 
portance to every manufacturer of package 
merchandise.” The portfolio presents a 
new type of cellophane bag which is mois- 
ture, inséct, and siftproof. The story is 
told in ABC fashion and with plenty of 
illustrations. After the story is told the 
reader finds six samples in a pocket in the 
back cover. 





BREAD UPON THE WATER 


WERE WE pleased to see the following item 
—jin a recent issue of Case Alumnus (writ- 
ten by Helen D. Borsch, Associate Editor). 


“During my spare moments in the office, 
while waiting for the boss to finish a long- 
winded phone conversation, I usually pick 
up a book entitled ‘A Course of Study in 


> Tt covers a mul- 


Direct Mail Advertising. 
titude of “business sins’ in every profes- 
sion and is produced under the direction 
of Henry Hoke of New York City, who is 
also editor of a magazine called THE RE- 
PORTER. 


last national meeting of alumni secretaries, 


He is the man who, at the 


said, “Among the college magazines, I like 
the Case Alumnis, first, and secondly, the 
Technology Review (M.I.T.), because they 
seem to reflect a spirit ... they appeal to 
the emotions.’ Case and Cornell seem to 
be most professional in their membership 


appeals, general literature, card forms, etc.” 


Successful business men have collabo- 
rated in publishing this above mentioned 
study course. One is manager of promo- 
tion and market research of the Electrical 
World, one is president of a nationally- 
known insurance company and another is 
vice-president of the McGraw-Hill Publish- 


ing Company. 


“Some of their statements are priceless 
and I wish all of you could read them and 
‘swallow a few new ideas for your par- 
ticular kind of business. If you are in the 
selling business you might learn the art 
of ‘how to sell the sizzle and not the steak’ 
—and if in research or general engineer- 
ing work you might pick up a point or 
two on how to ‘get along’ with your fellow 
workers and—in your letter writing—you’d 
learn how to tie your appeals down to the 
personal, the human need, and you 
wouldn't be afraid to be homey about it 
because we're all of us ‘just folks. You 
know, we are all human beings and we 
all have mighty similar problems. We all 
have breakfast, run to work each day, and 
ride back home for supper. We don’t 
differ ten cents’ worth by the carload, ex- 
cept in degree. Our fundamental reactions 
are very similar and very close to earth. 
And this goes for engineers, too!” 


oe 
MISTAKEN IDENTITY 


A gentleman of debatable sanity was being 
detained in a_ straight jacket. The asylum 
director sought to interview his guest. ‘“‘What's 
your name?” he asked. 

*“T am Adolph Hitler, ruler of the world,” 
shouted the new arrival. 

“Where did you get that name?” queried the 
director. 

“God gave it to me.” 

“It’s a lie.” came a voice from a nearby 


bed. “I did not!” 


From Via Post, h.m. of Albany Publicity Serv- 
ice, Inc., Albany, N. Y. 
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JOBS IN ADVERTISING 
(Continued ) 


The book fails to give a clear, clean-cut picture of advertising. Some- 
where right at the start of the book, there should be a chart or a map or an 
index showing the whole field as it really is . . . and what basic channels 
there are for future placements. The best definition of advertising was 


given by Stanley Resor, President of the J. Walter Thompson Company. 


“Since the work of advertising is first to locate and analyze markets and second 
to influence the people who constitute those markets, it is obviously a combination of 
business and the arts. Advertising as practiced today is, in fact, a combination of 
analysis, planning, writing, illustrating, management and human contact.” 


That could be the start of an orderly presentation. 
The worst explanation is given on Page 21 in the following paragraph: 


“The main reason for advertising is to save cost of selling. It does so, by getting 
quick distribution among dealers, by letting tens of millions know about the goods and 
where they are to be found, by inclining consumers to buy what they see in stores or is 
offered to them. This is too self-evident to need much comment. It would take an enor- 
mous sales force to do that job by word of mouth, or a postage bill of gigantic propor- 
tions to do it by mail.” 


Does this mean that the book refers only to the 15 per cent commission 
type of advertising . . . or what? 


If we are going to give the beginner only half the picture . . . let’s be 
specific about it and change the name of the book. 


CRITICISM TWO 


2. Why clutter up the first part of the book with a defence of adver- 
tising? Good advertising doesn’t need a defence. The serious student who 
wants to get into advertising simply wants a clear-cut definition and descrip- 
tion of the field. If defence is needed, put it in an appendix for those who 
may have some doubts. The “big names” in advertising seem to be suffering 
from the jitters about these so-called consumer movements. The consumers, 
too, only want the truth . . . so why get all steamed up about it. 


CRITICISM THREE 


3. Although different chapters throughout the book give definite hints of 
possible positions . . . these hints are separated and not easily located. Why 
not present ADVERTISING in a simple, understandable map on which the 
educated job seeker can plan his campaign. Your reporter has roughly 
outlined the start of such a map (see page 4). We donate it to Mark O’Dea 
or to anyone else who is interested. It is at least a start. It can be improved. 


It is not copyrighted. 


THE FINAL CRITICISM 


The book places too much emphasis on agency operation. The truth is 
that advertising agencies represent a very small percentage of the people 
employed in the advertising industry. In describing copy, testing and re- 
search . . . the author writes from the agency standpoint. In defining how 
an advertisement gets published (page 47) the historical summary gives the 
agency routine from the planning to the appearance in the publication. 


Advertising is so much bigger than all of this. Mark O’Dea has made a 
real contribution to Advertising by getting something started, but let’s hope 
that he (or others) will carry the work further. If advertising is to be con- 
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sidered as a profession, the description of a preparation for an advertising 
career should be made much more clearly. 


Irrespective of these criticisms . . . the book “Advertising As a Career” 
by Mark O’Dea should be read by all those who intend to enter the advertis- 
ing field. These criticisms . . . plus the book . . . should be read by those 


who expect to advise beginners. 


Incidentally, it might do some of the advertising leaders some good to 
read the February issue of “Tim Talks” . . . that personal house magazine 
published by Tim Thrift of 64 Salisbury Street, Winchester, Massachusetts. 
It’s a tirade against misleading and high pressure advertising . . . and the 
prostitution of a great profession. Cannot reprint it but you can get a copy 
by sending Tim 10c (if he has any left). 


INTELLIGENT TESTING 


With showmanshipper Zenn Kaufman, your reporter walked in the 
Spring sunshine on March 18th to the Dixie Hotel to attend a meeting of 
Dick Messner’s Associated Printing Salesmen . . . and to hear Julian Brodie 
of Green-Brodie, New York advertising agency, describe the 1939 Ediphone 
campaign. 

We've heard a lot of stories about testing in the mail order field—but 
this is the first time we've heard a really intelligent presentation of the tech- 


niques of testing in a commercial application where direct orders are not 
anticipated or desired. 


Among the highlights: 


1. On a split-list test using three entirely different broadsides in plain envelopes, 
one broadside pulled two-to-one better than the other two. (It was the only one based 
entirely on the old “you” attitude!) Title on best circular followed the old familiar 
formula that if you ask a question be sure that it can’t be answered yes or no. The 
winning title “What are you doing about getting all your work done—on time . . . with- 
out pressure... ?” 

2. For the next test, they sent the winning piece to a different 14 of the list but 
put it in an envelope saying, “More Time for Golf, Fishing—or Business. See Free Offer 
Inside .. .” Envelope message was the only variant and, hence, the sole reason for 


- i better pull. To one of the other previous two pieces, they added the identical inside 


spread carried both times by the winning piece (spread was devoted solely to offering 
a booklet) and sent the piece out with same envelope message. Assuming that envelope 
message added '4 to this piece’s improved pull also, they credited the new inside spread 
with the balance of the improvement, in itself 50% better than the same piece (without 
the spread) pulled the month before. 


3. Interesting test between copy for two letters. One letter talked about the Edi- 
phone and simply mentioned a booklet which could be obtained. The other letter talked 
almost entirely about the booklet and simply mentioned the Ediphone. Letter which 
talked about the booklet pulled 50% greater returns than the other. 


4. On this test, they also tried third class against first class. First class won. It 
was 40% better. 


5. Another test which went counter to current formulas in the mail order field. 
One third of the list got a circular, one third of the list got a letter and one third 
received both letter and circular. The letter alone was by far the best. It outpulled 
the circular alone by 314% and the circular and letter by 54%! Julian’s explanation 
for this (and your reporter concurred) is that the objective was to obtain inquiries for a 
booklet. The letter outpulled all the other combinations because the letter did not tell 
too much of the story and watered the appetite just enough so that the recipient would 
send back the card. 

Green-Brodie’s swell campaigns for Edison twice copped national 
D.M.A.A. awards. Julian tells me the 1939 campaign was the most resultful 
in Edison’s 63 years, pulling live inquiries from over 15% of their prospect 
list! He has a powerful story and one with a lesson for all of us: after 
twelve years on the account he started all over—with an open mind—and 
found scientific testing paid fat dividends. He should tell us more about 


it at the next Convention of the Direct Mail Advertising Association. 
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DIRECT CURRENT 
ADVERTISING 


REPORTER R. M. CRAMER of Ozark Fisheries, 
Stoutland, Missouri, sends an interesting 
item from The Sporting Goods Dealer. It 
deserves reproducing here, because it is an 
excellent example of “controlled distribu- 




















tion” to selected prospects by means other 
than the mail. 


SALES MESSAGES CAST ON WATERS 

Wright Brothers Hardware Company, 
1312 Washington Avenue, Vicksburg, Miss., 
recently launched—and the word is used 
advisedly—a sales stunt which was de- 
cidedly out-of-the-ordinary when a mem- 
ber of the firm weighted empty quart bot- 
tles so that they would float’ upright, 
wrapped circulars listing fishermen’s spe- 
cials around the corks and set them adrift 
in the Mississippi and Yazoo Rivers to 
float into the hands of their commercial 
fishermen customers. The parts of the bot- 
tles above the water, plus the circulars, 
stood about ten inches in height, so that 
they readily attracted the attention of the 
fishermen. 


PERSONAL APPEARANCE 


Your reporter has agreed to conduct a two- 
hour “Facts of Life” Clinic at the Adver- 
tising Affiliation Convention in Hotel 
Statler, Buffalo, on May 4th. Guns and 
other weapons to be checked at the door. 
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WARNING FOR EXECUTIVES 


HOW MANY OF YOU top executives in the 
selling division of your business know how 
your incoming mail is handled? Do you 
really know or do you think it is being 
handled correctly? 


Your reporter was recently called in by 
a manufacturer for consultation and advice 
on his direct mail problems. During the 
course of the investigation it was necessary 
to study how inquiries were being handled. 
It became obvious at once that not only 
were inquiries being handled incorrectly, 
but all incoming mail was receiving slip- 
shod treatment. 


The mail man would deliver the mail to 
the telephone operator. Various executives 
would rush up to look over the mail, and 
“set theirs.” We found cases where minor 
executives would open the mail in the 
reception room and upon being interrupted 
would leave the mail on the table in the 
reception room. This may seem like an 
exaggerated case, but we have seen it hap- 
pen in other offices. Our recommendation 
was, of course, that all mail be delivered 
immediately to one authorized responsible 
party ... to be opened ... to be read 
carefully . .. and then distributed to the 
proper executive. 


The incoming mail is the life blood of 
every business. It is amazing to see how 
often this life blood is neglected or abused 
by indifference. 


WE AGREE 


E. V. DURLING, columnist in the New York 
Journal and American, recently wrote the 
following item which should be passed 


along to the readers of THE REPORTER. 


“WHO’S CALLING?” 


A great many female secretaries could 
stand an intensive course in how to an- 
swer the telephone. First thing for in- 
structor to do would be to iron out the 
“duchess complex” from which many type- 
writer pounders suffer. Then there is the 
mushy type who falls in love with the boss 
and thinks of him as the greatest man in 
the world and all people who telephone to 
him as slightly above angle worms in rela- 
live importance. 


That item could be enlarged upon. The 
“duchess complex” sometimes spills over 
beyond the realm of the telephone. It’s 
detectable in routine correspondence; in 
answers to inquiries. 
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"| Saved Direct Mail... 


Ray Thompson, 1324 
Walnut Street, Phila- 
delphia, just finished 


an interesting experi- 








ment. For 365 days he 
saved every piece of Di- 
rect Mail which came 
to his office or home. 
Twenty-four pounds... 
608 pieces. Here is a 


summary of his inter- 





esting report. 








It all started over a year ago ... inspired by a wise-cracking post- 


°° 


man who frequently greeted me with “Don’t bother getting up! 


But, if any of the mail contained what he deduced was a check, he 
would carefully lay the envelope before me with some appropriate re- 
mark, such as, “Now you can pay off the mortgage!” or “Just in time 
for this evening’s crap game!” 


I found myself pondering this subject of direct mail from the stand- 
point of the recipient! Then came the decision to save all of these “Don’t 
get ups” for a period of one year—just as an amusing experiment. 


I give you the statistics: 608 pieces of advertising cost the senders 
$7.58 in postage. About 11% of this was for first class mailing. One 
firm used air mail to warn me that this was my last chance to get in on 
a certain big free offer. The mail divided itself almost fifty-fifty between 
home and office:—307 pieces to my home, and 301 to the office. There 
. . 298 locals 


to 272 nationals. The remaining unclassified 38 pieces were advertising 


was a 50% division between national and local mailings . 


national products through local dealers and 9 came from foreign countries. 
Two of this latter group, were Nazi propaganda pieces. 


Fully 80% were 
from department stores and local merchants, the balance comprising char- 


Of the locals, 19 were fairly elaborate catalogs. 
itable organizations, schools, lodges, etc. Some 10 “ethical” professions 
(doctors, dentists, lawyers) chose the Christmas greeting as their medium, 
and 5 insurance men mailed calendars. 


On the national side, the mail ran the gauntlet from sensational “sex 


education’ literature and mail order neckties. to crated date offers from 
New Mexico. Only 9 of the 608 pieces contained samples. 
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The greater bulk of the national group came from publishers. . . 
from the “Book of the Month Club” down to “What does the future hold 
for you?” In the publishing group I found practically all my duplications 

(more than one identical piece in same mail) . addresses running 
(1) Mr. John Jones (2) Mr. John J. Jones (3)J. J. Jones, Esq. and (4) 
John Jones. 

In the local group, there were only 4 pieces of identical mailings, con- 
sisting of 2 groups of 3 pieces each, and 2 groups of 2 each. On the 
national lists there were:—ll groups of 2 identical mailings each, 4 ad- 
vertisers mailed 3 identical pieces each, 3 mailed 4 each, 1 (a sensational 
book publishing house) MAILED FIVE IDENTICAL OFFERS. Grand 
prize for duplication goes to Readers Digest, with SIX identical bulky 
envelopes. These figures total up to 67 pieces of mail where 24 should 
have sufficed! 

“Life” and “Time” nosed out the nearest competitor for the honors 
of total number of similar appeals—11 for Time, 10 for Life. One series 
of 12 mailings by a large gasoline company wins my vote for best attention 
value and novel appeal. A monthly local dealer campaign, and each piece 
bore a neat “Mr. Thompson” hand lettered at the top of the enclosure to 
appear as part of the art copy. Each was distinguished by some sort of 
stick-on embellishment, such as an overcoat button, a wedding ring, rubber 
band, etc. Several pieces featured a novelty fold. The size and shape 
varied each month. Only two other advertisers chose to flatter my ego 
by hand-lettering my name—but one of them used gold paint. 

Of the 608 pieces of mail, I selected about two dozen as meriting special 
attention . . . due to novelty of presentation, trick folding, or the fact 
that they contained samples. 

11% of the advertisers decided on first class mailing, 65% spent only 
a penny per direct mail ad, and the remainder 1!4c per mailing. 13% of 
the 608 pieces were penny post cards, 17% were in the form of large folders, 
and 70% the conventional letter type. Of the letters, two thirds favored 
the +10 envelope size, some few publishers, the square 5”/6” size, while 
the remainder chose the #5, 6, and 7 envelope size. 
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SPECIMEN PACKAGE 


SAMUEL E. GOLD, Advertising and Sales 
Manager of the Lignum-Vitae Products 
Corporation, 96-100 Boyd Avenue, Jersey 
City, New Jersey, is Chairman of the Di- 
rect Mail Division of the Industrial Mar- 
keters Association of New Jersey. He 
recently issued a packet of specimens to 
members. All pieces were interesting but 
the two which appealed most to your 
reporter were: 


First—A _ good-looking eight page and 
cover, 54” x 7%” booklet issued by 
Thomas Edison Incorporated, advertising 
Fifty Years of Progress for Edison’s Prim- 
ary Batteries. Interesting feature was one 
of those beautifully highly embossed metal 
labels used as the focal point on the front 
cover. There is something irresistible about 
such a label used as part of a cover. 


Second—A_ broadside issued by the 
Newark Evening News entitled “Sing ’em a 
song of the Southland.” Interesting fea- 
ture was the pocket attached to the inside 
spread. Inside the pocket was a minia- 
ture reproduction of the Resort and Travel 
Section of the Newark Evening News. A 
planograph reproduction measuring 514” x 
8”. Purpose was to sell travel agencies 
and southern resorts on advertising in “a 
market which accounts for over 4,800 regis- 
trations at one Florida resort alone last 
year.” 


Very good promotion! 


ANOTHER ANNUAL REPORT 


REPORTER RAYMOND H. LYON of The Equit- 
able Life Assurance Society of the United 
States, 393 Seventh Avenue, New York 
City, sends us a 16 page, 844” x 11” two 
color booklet issued by that organization 
to policyholders. It’s entitled “Annual 
Report For 1939 On YOUR POLICY And 
those of your 2,400,000 partners in the 
Equitable Life Assurance Society of the 
United States.” It is a humanized and 
dramatized financial and selling report. It 
is another one of those Direct Mail pieces 
that have to be seen to be appreciated. 


3 Be % 


Another well planned and attractive an- 
nual report just received from The Fidelity 
Mutual Life Insurance Company, Philadel- 
phia, Pennsylvania. Nothing spectacular, 
but it’s dressed in a beautiful cover; the 
copy is interesting; and the pages are liv- 
ened with illustrations. The trend is defin- 
itely getting into full swing. 
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REBUTTAL FROM NAPOLEON 
IN THE JANUARY issue of THE REPORTER 


you commented on our direct mail promo- 
tion “Who Is The Napoleon of Advertis- 
ing In Newark?” 


You stated that you did not know 
whether this was good advertising or not. 
Perhaps these brief facts may enlighten 
you. 


Approximately 2,000 pieces were mailed. 
Inquiries averaged 2.1% (and are still 
coming in). Two of these inquiries were 
from national accounts. Several, of course, 
were looking for something for nothing. 
Several we turned down because there was 
nothing we could do to help them. Six 


o 
new accounts resulted. Some of the others 


we may be able to develop later on. 


The piece itself did an unusual selling 
job even where we were not called in. We 
are still getting comment on it, and a 
surprisingly large number of these pieces 
seem to have been filed for future refer- 
ence. 


To top it all off, a chap (not on our 
list) walked into my office the other day 
to discuss the possibility of our handling 
his account. He had seen your “on-the- 


fence” comment in THE REPORTER. 


All of which seems to indicate that the 
pulling power of our direct mail piece was 
better than you thought it was, or that the 
pulling power of THE REPORTER is 


better than we think it is. 


SEYMOUR KorETz 
Koretz, Kopel, Ideas, Inc. 
Newark, New Jersey 


Reporter's Note: We are both surprised. 
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HORRIBLE EXAMPLE DEPARTMENT 


In spite of the fact that your reporter has been severely criticized for 
printing “horrible examples,” we believe that it is good for the Direct Mail 
Industry to continue this practice. We said it before and we'll repeat it 
We believe that bad techniques 
and bad practices can be cleaned up by bringing the horrible examples out 
in the open. We reproduce here a letter sent to us by one of our friendly 
reporters up in Maine. You wont be able to read it in the miniature size, 
and to tell the truth it was practically unreadable on the 814 x 11 original 
sheet. The letterhead was printed originally in two colors. 


again: “We do not mean to harm anyone.” 


It was processed by offset from handwritten manuscript. 


Here’s the first paragraph: 


“I hardly know how to begin this personal letter to you. I would 
appreciate an answer but then I know you will write me promptly and 
gladly when you have read this message. 


“Here’s the personal part of it:” 
The rest of the letter is an attempt to sell subscriptions. 


_ We have nothing whatsoever against the Yankee Magazine. It is prob- 
ably a good paper . . . but why in the world should anyone attempt to call 
an obviously processed letter a lot of unbelievable personal bunk. 


We'll probably hear that this letter produced very excellent results . . . 
but even if the percentage was double the normal return, we would still 
claim that the whole thing is not healthy for advertising. 
letter is personal unless it is personal. 


Don’t say that a 


It’s sort of like that word “free” which is also bandied around ioo 
liberally. 


If no one has mentioned it before, The Chilton Company might like to 
know that several people showed this reporter copies of a circular offering 
This FREE advertising 
offer was plastered over the six pages of a red and black circular with head- 
ings such as “Absolutely Without Cost,’ “Here Is the Big FREE Offer to 
Manufacturers,” “Don’t Miss this Opportunity for FREE Advertising.” The 


deal . . . boiled down to essentials . . 


FREE advertising to automotive manufacturers. 


. is that the magazine promises to carry 
stories to the jobbers absolutely free providing the manufacturers buy adver- 
tising in either one of two trade publications at $160 a page on an annual 
contract. Understand... 
of the offer were clearly described in the circular . . 


there was no effort made to deceive. The terms 
. but there is something 
wrong with advertising when we have to play up free offers which are not 


free and personal messages which are not personal. 
* 

Reporter's Note: Hello there, Mr. Cody . . . does this make you feel 

any better? The Reporter will continue to be rambunctious and aggressive 

. and also truthful. It is true that some of the things we criticize may 

receive satisfactory returns, but think of how much better the results might 

have been if the pieces criticized had been done another way. And think of 


the harm that is done to advertising by the rumpled feelings of those who 
do not respond and who do not like “that style” of advertising. 


THE REPORTER 




















IN THE FAR PLACES 
A REPORT FROM WINNIPEG 


Regarding Direct Mail and whether it is read, here is the story of our experience. 
Some years ago, we were told that the merchants and townspeople in small country 
places did not read Direct Mail. 


We had an opportunity to find out. We were making a special survey among the 
retailers of Western Canada. It was an important survey. Mr. Scarlett and I, the two 
chief executives of this company, took time to make the survey ourselves. Then we 
thought it would be a good time to find out: Js Direct Mail Read? 


When we left Winnipeg we were prepared for 10 per cent of the merchants to say 
they did not even look at their Direct Mail. Well, we visited some towns where the 
train had just been in and the post office was closed until the mail was distributed. 
Then we watched the merchant and the townspeople flocking to the post office for their 
mail. They lined up in front of the mail delivery window—they were eager to get their 
mail. Mail is a magnet. The attitude of each individual is: “Is there a letter or 
something interesting for me?” Old and young are alike in calling for their mail. 


Then we watched the merchants go from the post office to their stores. We saw 
them bring the mail in themselves, or a boy bring it in from the post office and put it 
on the counter before the storekeeper. That mail was his chief interest. We were 
strangers, but he wanted to see what was in the mail first. We saw him look at the lc 
pieces. We saw him open them. We asked the merchants if they read all their lc mail. 
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We were prepared for a few to say “no” but everyone said, “Why, certainly. I open 
my le mail.” And in some places where we called, the mail had just been brought in, 


the merchant said, “See,” pointing to the pieces he had just opened. 


Now, we come to the crucial point. Here were their replies: “I read the heading,” 
OR “I read the first sentence,’-—OR “I read the first paragraph”—then I read on JF 
IT IS INTERESTING TO ME. Not one merchant we called on during the four days 


said he did not open his lc mail. 


Furthermore, dealers told us that sometimes they went back and read a circular, 
folder or letter a second time if it was interesting, and if it was particularly interesting, 
they would read it the third time. This last statement was made by half a dozen or 
more of the merchants whom we interviewed. Since that day we have had no trouble 


convincing business men that Direct Mail will be read—if—IT IS MADE INTERESTING. 


Here is another test we have made on a few occasions. Some business men claim 
they do not open their lc mail. I have seen statistics showing that in 85 per cent of all 
business, the mail is opened by the head of the business. Where a man tells us he does 
not open his le mail, and we believe he does, we ask to see his wastebasket. We have 
had the nerve to go through that wastebasket, and in only one instance did we find a 
single piece unopened. In that case, the envelope told the story of who it was from 
and what it was about. Men who stated and thought they did not open one cent mail 
were surprised but admitted they had opened the envelope or piece, adding that they 
were not interested. 


Of all forms of advertising, Direct Mail undoubtedly has a larger percentage of 
people who read the heading, first paragraph or look at the illustrations, than any other 
form. In making that statement I am not disparaging the power of the newspaper and 
the magazine. But an advertisement in a publication must compete with reading matter 
and other ads for attention. On the other hand, Direct Mail, for the moment, has 
prospects of gaining attention without competition, and carrying that attention to 
interest and thus to complete reading. Yes, they will read Direct Mail—IF IT IS MADE 
INTERESTING to the party to whom it is addressed. 


Cuas. S. Wiccins, Pres. Wiggins Systems Limited, Winnipeg, Canada 


Reporter's Note: Bless your heart, Charlie, Direct Mail doesn’t need 
any publicity puffs in this day of accurate statistical records of RESULTS 

. but I am printing your interesting story because it is so sincerely honest 
and so typical of the sound, solid and substantial Canadian thoroughness 


I’ve admired in you these many years since first we met. 
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SPEAKING OF REALISM 


THE LAUX SALES COMPANY of Seattle, Wash- 
ington have a self mailing circular, die- 
cut in the shape of a can of glue. The can 
is reproduced on the back of the mailing 
folder. The unusual shape of the piece 
makes you want to find out immediately 
why it was cut that way. The can is the 
answer. 








You'll be hiching yourself 


IF you DON’T FIND OUT ABOUT 


“SN Laux 
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thetic Resin sealer containing 
pentachlorophenol, the well 
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Another novel piece issued by Laux is 
illustrated here. The one leg of the man 
is printed on stiff celluloid and is inserted 
through a slot in the opposite fold. When 
circular is opened, the celluloid leg pulls 
out with a snap, so that the man kicks 
himself, thus tying in with the heading. 


ABOUT DICTATING 


WHATS WRONG with dictating your copy 
on a dictating machine? We are in the 
midst of producing a 180 page catalog (a 
copy of which I will mail to you just as 
soon as it is off the press) and all the copy 
therein was dictated on a_ dictating 
machine. 


(Reporter's Note: Catalog received .. . 
it’s good.) 


If we had to sit down and write all of 
that copy in long hand we would be an- 
other three months sending complete copy 
to the printer. 


We can overlook a few human errors in 
transcription or dictation. Continue dic- 
tating your copy and save yourself a lot 
of time, which could better be used in 
digging out some more swell ideas for we 


advertising men to copy. 


Cuas. YANUTOLA, Advertising Department 
The Otis Hidden Company, Louisville, Ky. 
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RUDELY SHAKEN 


I SUPPOSE there are things going on in ad- 


vertising today that even the brightest and 
most alert of us are scarcely aware of. 
The country is big, and there are thou- 
sands of “creative” men and women who 
are constantly stepping out from the 
crowd with ideas that in practice are prov- 
ing their worth. 


If that is so, it isn’t surprising that now 
and then we find our particular viewpoint 
rudely shaken by someone who has “gone 
and done it different.” 


What I’m thinking about right now is 
that little item in the January REPORTER, 
“More About Funeral Directors.” You 
see, we happen to have been doing, for 
about 15 years, the very thing you say 


ee 





should not” be done—using direct mail 
pieces for funeral director advertising. And 
we aren’t the only ones who can “prove 
it’—the Barnes-Ross Company of Indian- 
apolis is another firm who has done the 
same thing successfully. 


In New York City (Brooklyn) we have 
a striking example of successful use of 
direct mail—for Weigand Brothers have 
been using a booklet (we call it a ‘maga- 
zet’) since 1931, sending it by mail to a 
list that has grown to nearly 2,500 fami- 
lies! 


We do a lot of this sort of thing, and 
it isn’t necessary to use newspaper adver- 


“ease” it over. You are being 


tising to 
sent copies of three other “magazets,” all 
widely used by funeral directors, and all 
seem to be doing a “good public relations 
job.” The titles are Joys of Life, Friendly 
Chat, and The Messenger. The January, 
February and March issues of Weigand’s 
Rays of Sunshine are also on the way to 
you. 


GarTH HENRICHS 
THE SUNSHINE FOLKS 
Litchfield, Illinois 


Reporter's Note: 


Dear Garth: We were probably trying 
to be too nice to the newspaper fellows 
when we said that funeral directors had 
difficulty in using direct mail. We com- 
pletely forgot about your fine little house 
magazines. They are dignified, appropri- 
ate and well done. I'll amend my January 
statement by saying that funeral directors 
can use house magazines if the material 
is as good as Weigand’s Rays of Sunshine. 
But [ll stick to my guns by repeating that 
it is one business which must be very 
careful in its use of direct mail. 
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PLAN FOR CORRESPONDENCE 
SUPERVISION 


Virginia Young is Correspondence Supervisor at The Gates Rubber Com- 
pany, Denver, Colorado. We dont print many “articles” in THE RE- 
PORTER. But we knew of Miss Young’s work and her sound theories 
. . « So asked for a report. Wouldn't it be wonderful if business men 
would really wake up some day and become letter conscious? Perhaps 
they will if we keep hammering on them long enough. 


Letter writing has been the step-child of the business world. Almost 
every phase of business except letter writing has shown consistent progress. 
Business men have purchased the latest equipment and streamlined furniture 
for their offices, have erected modern new buildings, have organized training 
courses for employees, and have done almost everything they could think 
of to bring their business methods right up to the minute. Yet with few 
exceptions they have ignored the art of letter writing consistently and have 
refused to recognize that progress in this field is essential. 


Fortunately, a good many firms are now beginning to realize the 
enormous value of good letters in business, and have started to improve 
the quality of their correspondence. 


There are various ways of effecting improvements, and different people 
have different ideas as to which way is the best. For twelve years The Gates 
Rubber Company has been working on a correspondence improvement pro- 
gram, and, of course, we believe that our way of handling this is the best 
way. We think we have proof that it is best, for members of our organiza- 
tion are consistent winners of top awards in national and international letter 
contests, and are writing letters which are doing a splendid job from the 
standpoint of sales, service, collections, and building good will. 


Briefly, here is the way our plan works: 


We have ninety-four correspondents who are actively engaged in letter 
writing, and who turn out an average of 15,000 individually dictated letters 
each month. As it is obviously impossible for any one person to read all 
these letters, I read only the letters dictated by new correspondents during 
the first two or three months of their association with the company, checking 
these carefully to catch any that are not up to our standard. The rest 
of the correspondents are divided into three groups, and the stenographers 
in the central transcribing department give me carbon copies of all letters 
written by the first third one week, the second third the next week, and the 
last group the third week. This system is repeated continuously. This 
means that I always have a representative cross-section of the class of work 
done by all the correspondents, even though I cannot read all their letters. 


FINDING THE MISTAKES 


As I read either these carbon copies or the original letters, I call the 
correspondent’s attention to any shortcomings. Misrepresentation of com- 
pany policies and improper handling of people (the use of poor psychology ) 
are obviously the gravest mistakes. Any letter containing mistakes such as 
these must be rewritten. I mark suggested corrections on the face of the 
letter, returning it to the correspondent for revision. Usually he recasts 
the letter without assistance, but if he is somewhat confused as to the proper 
handling, he comes to me with the letter and we discuss it and plan the 
best method of handling. It would, of course, be easier for me to rewrite 
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the letter myself than to show its original author how to do the job, but 
such a practice would not be of much benefit to the correspondent. Through 
actually doing he best learns how to do, and develops his ability accordingly. 


Flaws that are not quite so serious—for example, poor English, wordi- 
ness, lack ‘»hony, poor paragraphing, improper planning, or poor 


sequen’ oly celled to the correspondent’s attention for his future 
aiid: ss t.¢ flaw is comparatively serious, and endangers the 
carl .vuc of the message, the letter is not rewritten. 


This constant checking system keeps the correspondent continually on 
his toes, and keeps him aware of his letter flaws. It is very difficult for 
any of us to see our own mistakes, and having someone else call them to 
our attention is always helpful. 


During one day of each week copies are made of all letters, and are 
sent to the various department heads. This enables each department head 
to keep a close check as to the type of letters being written by every 
individual under his supervision. 


My time is always at the disposal of the correspondents who wish to 
discuss letter-writing problems. Simply bringing a problem out into the 
light and talking it over frequently minimizes its apparent seriousness. 
Oftentimes it is hard for anyone to look objectively at a problem that is 
very close to him. One can mull over and fret about a problem so long 
that he finds it impossible to arrive at the proper solution, while someone 
who tackles it with a fresh viewpoint will have no difficulty at all. It is 
not unusual to hear a correspondent say: “I spent three hours working on 
that thing and still can’t reach any satisfactory conclusion”; and yet, together 
we will be able to thresh it out and have a satisfactory letter composed in 
ten or fifteen minutes. 


INSTRUCTION BULLETINS 


Letter-writing bulletins which are issued to the men from time to time are 
collected and placed in a loose-leaf notebook. This notebook has grown 
to about eighty pages of 814 x 11 size, and is the “Bible” of the letter 
writers of the company. Each new man who comes into the organization is 
given a copy and is expected to read it carefully before he starts to dictate 
letters. In this book I have covered such points as: 


Psychology (word and thought) 

Make your letter shake hands 

Avoid antiquated phraseology—be natural 

Plan your letter (sequence of ideas important) 

Use good English (most confusing points are cleared up) 

Opening and closing most important points; don’t be afraid to jump in at the 
start, or to stop when your message has been delivered 

Eliminate wordiness 

Always be courteous 

Select your words carefully (avoid repetition, ambiguity, inaccuracy) 

Make every letter a sales letter—keep the customer 

Stick to your subject 

Consider the reader; he is primarily interested in his own welfare—not in you or 
your company 

Make it easy for the reader to do what you want him to do 

Make your letter complete 

Avoid negatives 

Make concessions cheerfully; never grudgingly 

Think before you speak 

Make each letter build good will 


Exceptionally interesting articles on letter writing and excerpts from 
unusually good books are also added to this manual, with the permission of 
the authors and, of course, with full credit being given them. 
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SAWING WOOD 


WE REPRODUCE the top part of a letter 
mailed by Sam Robinson of Behel and 
Waldie (advertising) Chicago, Illinois. 
Letter is printed and multigraphed on 
paper which looks like wood. Miniature 
novelty saw is attached with transparent 
sticker. Sam calls his mailings “gadget 
letters.” 





By the looks of things, the use of gad- 
get letters is increasing. 


MAKING IT CLEAR 


SOMEBODY should coin a suitable name to 
describe a type of booklet which is becom- 
ing increasingly popular. The format is 
hard to describe. A recent 84% x 11 book- 
let issued by the National Cash Register 
Company, Dayton, Ohio, is intriguing. Both 
in the front and the back of the book, 
you have shortened sheets. That is, the 
first sheet measures from top to bottom 
only 354”. The second sheet 5”. The third 
sheet 7144”. The fourth sheet full size. 
The fifth sheet full size. The sixth 71%”. 
The seventh 5”. The eighth 3%”. This 
format enables the artist and copywriter 
to tell a consecutive, classified or revealing 
story. As the shortened sheets are lifted, 
they reveal a different picture or part of 
the machine being described. The idea is 
adaptable to many lines of businesses. It 
is a valuable format for telling your story 
in simple ABC fashion. 


THE GROCERY MARKET 


SOME OF YoU might like to know that 
there is now available a complete directory 
of the Grocery Market in the United 
States. It was compiled by Fred S. Clark 
and is published by Francis Emory Fitch, 
Incorporated, 138 Pearl Street, New York 
City. You can obtain all grocery outlets 
in the United States or any of the six geo- 
graphical or supplementary sections. The 
publisher has released an interesting de- 
scriptive booklet. 


13 











QUESTIONS AND ANSWERS 


AN ADVERTISING agency executive wrote and 
asked if any survey had been made in 
recent years dealing with the percentage 
of recipients who open and read Direct 
Mail. He stated that a client had in- 
formed him that they were not interested 
in Direct Mail because recent surveys indi- 
cated that not more than 2 per cent of 
automobile owners read Direct Mail re- 
ceived by them. 


Here is a summary of the answer 
given by your reporter 


No general survey could develop any 
authentic figures. 


The statement made by oil company 
client is ridiculous. They probably heard 
some mail order man say that a 2% return 
was normal on a straight cash mail order 


appeal. 


We have records indicating percentages 
as high as 10% on straight mail order 


appeals. 


On inquiry getting, percentages have run 
higher than 50% and on survey work we 
know of percentages which have run as 
high as 75°. In some extreme cases char- 
ity appeals have been known to run more 
than 90%. 


So if returns run anywhere from 1% to 
90% on various types of appeals, it is 
obvious that the people who make the 
returns must read the Direct Mail. 


It is obvious also that the type of mail- 
ing piece used and the nature of the appeal 
influences the number of people that will: 
read in any given list. A poorly designed 
mailing piece may get no reader-attention 
and no returns. A well designed piece, 
appropriately planned, may get 100% 
attention. 

a 


BUENOS AIRES 


BACK IN SEPTEMBER of 1939, your reporter 
wrote an item about Direct Mail to South 
America and thanked Egon Arnold, (who 
visited the Center), Direcciones Ltda., 
Mexico 1247, Buenos Aires, for help in 
compiling some of the information. Mr. 
Arnold has now returned home and kept a 
promise by sending us a file of recent 
Direct Mail produced in Buenos Aires. 
The collection is extremely interesting and 
will be available for inspection at The 
Direct Mail Center. Buenos Aires users 
of Direct Mail are keeping in step with 
current trends . especially in the use 
of die-cuts and novelty mailings. Art work 
is excellent. 
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CORRESPONDENCE SUPERVISION 


(Continued ) 


CONTESTS 


Another method of stimulating and maintaining an interest in letter 
writing is our monthly letter-writing contest. This contest is now in its 
sixth year and we feel it is worth a great deal more than its cost. Briefly, 


this is the way the contest is handled: 


The correspondents are grouped into teams (this year we have four 
teams) with a captain at the head of each one. Each month a letter problem 
is selected and given to the correspondents. Sometimes this problem consists 
of each correspondent handing in the best leiter he has written in the course 
Other times it consists 
of the shortening of a letter written during a certain period. Wordiness is 


of regular business during the preceding month. 


expensive, and teaching the men to look for wordiness and avoid it is 
Sometimes we 
give everyone a stock problem such as: “How would you handle this credit 


beneficial to them and is a money-saver to the company. 


situation?” or, “How would you attempt to sell a certain article?” The 
interchange of ideas is helpful, and thinking about each other’s problems 
also promotes a better understanding between departments. A correspondent 
in ‘the sales division said, after working on a credit problem: “I never 
before realized how ticklish a job it is to handle these customers who take 
unearned cash discounts.” 


One or two months of the contest year are devoted to special or good- 
will letters, of which our firm writes a great many. These letters are ones 
which are not strictly necessary in the course of business, and which are 
not written by the average firm. I believe they would be written more 
generally if people recognized their value. When one of our correspondents 
learns of the promotion of a man with whom we have been associated in 
business; or hears that a customer has erected a new building; or perhaps 
that one of the customers lives in a territory affected by a flood or cyclone, 
a letter is sent to this person expressing the proper sentiment. The replies 
to such letters are very gratifying. People really appreciate the warmth 
and friendliness of a bit of personal interest. 


A cash prize is awarded each month to the writer of the best letter, 
and smaller each prizes to the writers of four honorable mention letters. 
Points are awarded to the teams of these winning men, and points are also 
At the end of the year a banquet and party 
is given, at which prizes are presented to all members of the winning team. 


given for entering a letter. 


Score boards are placed in conspicuous locations throughout the office, 
showing the standings of the various teams. Charts showing the names of 
the writers of winning and honorable letters are also prominently displayed. 


Competition throughout the year is very keen, and the men are always 
looking for opportunities to write interesting or difficult letters, and to 
write them in the best way possible so they may have good entries for the 
contest. This attitude differs from the usual tendency to push a difficult 


letter along to someone else if possible. 


As one might expect, the end of the first year of our contest found a 
This same 
group continued to win the majority of the prizes the second year, causing 


certain small group of letter writers away ahead of the rest. 


the other correspondents to become somewhat discouraged. 
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To remedy this situation and eliminate the most formidable competi- 
tion we formed a “Top Notchers Letter Club,” listing as its members any 
correspondent who had won as many as 500 points in one contest year. 
As a prize winning letter counts 200 points and an honorable mention 100 
points, this means that he would have to be a rather consistent winner in 
order to accumulate such a score in the ten months of the contest year. 


Entry into this club is something highly desired, despite the fact that 
those who get into it can no longer compete in the contest. These men are 
called “Coaches,” and are assigned to teams. They share in the prizes won 
by their teams, attend all meetings and banquets, and serve as judges in the 
contest. Each man in the club is given a very handsome pin and a certificate 
of achievement. 


The judges are selected from the correspondents themselves, the prize 
winner always automatically serving on the next month’s committee, and 
one member being selected from each of the other teams, keeping in mind 
the type of work he does, so we will have a well-balanced judging com- 
mittee. The correspondence supervisor and one member of our Top Notcher 
Letter Club always sit in at the final judging, thus assuring the contestants 
that each letter will be considered from the viewpoint of policy, structure, 
and general effect upon the reader. 


IT PAYS DIVIDENDS 


Letter writing is considered one of the most important activities in our 
organization, and is given the time, attention, and expenditure of money that 
it deserves. The investment pays enormous dividends. 


Smaller concerns, where the expense of a full-time correspondence 
supervisor may not be felt to be justified, may find it advisable to have 
some letter expert make a periodical check of carbon copies of letters dic- 
tated by their correspondents. This check-up could be handled by mail 
just as well as any other way, and the expense would be very small. 


Such organizations would also find it a good plan to have department 
heads check carbon copies of letters from time to time, just as they do in 
our firm. Then they might have regular meetings of the department heads 
and the correspondents, at which several letters would be read and discussed. 


YOU DON’T HAVE TO BE BIG 


Even if the office is so very small that there are only three or four or 
perhaps half a dozen persons handling letter writing, it would be beneficial 
for these persons to get together from time to time and discuss letter 
writing. The exchange of ideas would be helpful, and if everyone were 
open minded each could improve his letter writing greatly through applying 
the suggestions the other members of the group would offer. Even though 
none of these persons were letter writing experts, they at least could present 
a true reader reaction to the content of the various letters; the writer of a 


letter could never obtain this reaction simply by re-reading his own letters. 


A few good letter writing books could also be read by the members of 
these small groups, and be discussed at their meetings. 


The small amount of time and money invested in such a program would 
be sure to return large dividends in the way of improved letters. 
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INCREASING RETURNS 


WE LIKE THE LETTER of transmittal with 
“The Reporter Study Course in Direct Mail 
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Advertising”. It gave us an idea. 


Ours is an appeal for funds to maintain 
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a year-round Camp for children operated 
by this organization. 


The letter will be mailed in a No. 6% 
white penny saver envelope under third 
class postage, purple indicia. The enclo- 
sure will be a No. 6 green return envelope. 


Based on years of experience, we are 
able to predict that the response will be 
approximately $.50 per name. There are 
9400 names on the list. The total cost of 
mailing is $.025 per name. 

As you know, practically all funds avail- 
able for tuberculosis work over the country 
result from direct mail solicitation for the 
sale of Christmas Seals. 


Here in St. Louis we maintain a mailing 
list of 325,000 names, and it is used, not 
only in the sale of Christmas Seals, but to 
promote a big league ballgame and special 
appeals, such as the one already mentioned. 


You may know that a standard technique 
is being developed throughout the country 
in this field. Year by year mailing costs 


are being lowered and returns increased. 


This office has pioneered over a period 
of 15 years in testing various types and 
techniques of mailings, and some interest- 
ing results have been obtained. If you 
think your Reporter readers would be in- 
terested in these facts, we would be glad 
to give them to you. (Ep. Please do.) 

ELLEN Boyce, Assistant Secretary; Tu- 

berculosis and Health Society of St. 


Louis, Room 210 at 911 Locust Street, 
St. Louis, Missouri 








OH! MY, OH! MY! 


THE MISSOURI BAR JOURNAL, of St. Louis, is 
using post cards in an effort to sell adver- 
tising space. The copy on each card is 
printed in a small box, representing the 
actual size of the advertisement being so- 
licited. One prospect received three cards 
on March 25th. Each card different. We 
reproduce the one which causes us to say, 


“Oh! My, Oh! My.” 








MAIL comes when I'm BUSY | 
too busy to read advertise 


ter, they a ulate 
1 er read th anyway 
m cretary just “files” them at 
e-— wastebasket 
tis 


Adve ca reach me! 
through my own periodical, the! 
Missouii Bar Journal, which 1! 





« 

o} 

hy bother me when I'm BUSY' 
MISSOURI LAWYER 
(with rea buving power) 
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In case you can’t read the copy, here 
it is:—*‘MAIL comes when I’m BUSY— 
too busy to read advertisements. If I put 
them aside to read later, they accumulate 
—and I never read them anyway. So 
my secretary just “files” them at once— 
wastebasket. Advertisers can reach me 
through my own periodical, the Missouri 
Bar Journal, which I read at leisure. Costs 
less than 2c to talk to me a whole year 
therein with ads this size. So why bother 
me when I’m BUSY! MISSOURI LAW- 


YER (with real buying-power.)” 


Can you imagine handing out that sort 
of competitive bunk and then .. . using 
direct mail to transmit the message? 


FOR HONEYMOONERS 

SPEAKING OF GooD salesmanship for hotels. 
the Greenbrier Hotel in White Sulphur 
Springs, West Viriginia, has an idea that 
clicks. 


Honeymoon couples staying at the hotel 
receive after several days, an expensive 
looking envelope bearing on its face a sil- 
houette drawing of an old-fashioned bride 
with a gentleman kissing her hand. The 
wording underneath “A Little Book for” 
(then the names are filled in). A little 
booklet made from expensive paper con- 
taining only four inside pages and a stiff 
cover. Tied together with silk ribbon. A 
colorful bouquet on the front cover. In- 
side a picture of the hotel and the honey- 
moon couple’s name inscribed. On the 
next page is “tipped” a photograph of 
couple (picture taken by the hotel photog- 
rapher). Rest of the book is for a diary 
of the stay at the hotel. Nothing else to 
it. Low pressure selling at its best. 
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CASE HISTORY OF A COMPLAINT 


Reporter R. A. Childers of the Southern States Iron Roofing Company, 
Savannah, Georgia, sends an interesting case history. Correspondents who 
handle personally dictated letters at the branch offices of Southern States 
Iron Roofing Company are urged to develop a mail order selling con- 
sciousness. 


This case history concerns the correspondence developed between R. A. 
Harris, Jr., Manager of the Orlando, Florida office, and a disgruntled cus- 
tomer in Bunnell, Florida. We print these letters because they are so dif- 
ferent from the high-hat type of answers which ruffle already injured feel- 
ings. The letters are homely and friendly . .. but above all, they are 
sincerely human. 


THE COMPLAINT 
SUBJECT: Invoice #4241 
Your receipted invoice 5-24-39 received in due time. It says: 


“It is being shipped at once, and 
to be shipped from Birmingham.” 


To date, no bill of lading or goods have been received. No word whatever from 
Birmingham. 


Please trace, and if goods cannot be delivered by Monday, June 5th, cancel order 
and return money. 


THE ANSWER 


Thank you for your June 2nd letter, giving me the plain honest tacts 
about your shipment of Seal Tight Roofing to be shipped from our Bir- 
mingham factory. 


In looking at this case from your viewpoint, Mr. Booe, you are exactly 
right, and have a good reason for wanting to refuse this shipment if it does 
not reach you by Monday, June 5th. 


To be plain frank about it, we haven’t any excuse or reason why your 
shipment has been held up this long. However, let me explain why it hasn’t 
been shipped. 


Our Birmingham factory has been experiencing difficulty in having the 
dies for this machinery properly shaped. This difficulty has now been over- 
come, and your shipment will definitely be started June 2nd, and not later 


than June 3rd. 


I fully realize that this is absolutely our fault; not yours. For years, 
we have been trying to maintain a perfect shipping record and not hold over 
any of our customers’ orders. This is just “one of those things” that shouldn't 
have happened . . . but did. 


Since I am sure your Seal Tight order is already in transit, it will un- 
doubtedly reach you not later than Monday, June Sth. At the time this 
shipment does arrive, Mr. Booe, and it has been too long for you to accept 
it, please refuse this shipment and route it back to our ORLANDO plant, 
freight collect. 
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To repeat, I’m mighty sorry about the poor cooperation we've given 
you on this particular order, and I assure you that you can expect better 
cooperation in the future. 


MORE TROUBLE 


Dear Mr. Harris: 


It is said “a soft answer turneth away wrath.” Your very frank, fair and reasonable 
letter of 6/3/39 did just that thing. I shall forbear. 


You say “your shipment will definitely be started June 2nd and not later than 
June 3rd.” However, no B/L has yet been received from Birmingham, but I will wait 
a little longer. 


Mr. King, the man who is to lay the roofing, sent the order to you with my check 
and request that goods be sent by truck and laid down on the job, which as he said, 
would be done within 3 or 4 days. 


My felt covered garage was badly punctured by hail recently and leaks like a 
riddle; hence my anxiety. 


Besides suffering this delay, I will have to pay $1.00 to have the roofing trucked 
from the F.E.C. depot to my place. The Birmingham office should pay this. 


Thanking you sincerely for your very kind letter, and with renewed patience, I will 
wait a little longer. 


Very truly yours, 


THE REMEDY 


Thank you a great deal for your June 5th letter, and the open-minded way in which 
you are taking the delay we have caused you on your shipment from our Birmingham 
factory. 


I’m also mighty glad you mentioned that there would be an extra hauling charge 
of $1.00 to have the roofing trucked from the depot to your place. Whatever the hauling 
charges might be, Mr. Booe, please send us a bill so we can immediately reimburse you 
for whatever you have to pay to get this roofing laid down on your job. 


In the first place, if your order had been delivered by truck, this additional hauling 
charge would not be necessary. In the second place, we advertise “Freight prepaid 
prices” to our customers and that’s exactly what we mean. 


You are naturally doing us a big favor in accepting this shipment, because if it 
were refused we would naturally have to pay the freight from Birmingham to Bunnell, 
and from Bunnell back to Orlando. We appreciate this unselfishness a whole lot. 











HOUSE MAGAZINE LIST 
IS GROWING 


THE REPORTER staff is still plugging away 


on building a complete file and making 
an up-to-date list of all house magazines 
published. List now totals around 1400. 
The sample magazines are being placed in 
convenient and available filing cases in 
the Exhibit Hall of The Direct Mail Cen- 
ter. Thanks to Wilferd A. Peterson of the 
Jaqua Company in Grand Rapids, Frank L. 
Gaines of The Barnes-Ross Company, In- 
dianapolis, and all the others who are 
sending samples of magazines and _infor- 
mation about them. We print this item 
for two purposes. First—to urge the read- 
ers of The Reporter to send in samples of 
their house magazines if we are not al- 
ready on the list. Second—to invite all 
those interested in house magazines to 
visit The Direct Mail Center. You can 
inspect the samples at any time. 


GARDY 


GARDY is the name of a 36 page and cover 
6 x 8% booklet issued by Kenyon-Baker 
Company, Newark, New Jersey. It is a fic- 
tionalized story of business .. . in five chap- 
ters . . . and was originally published in 
five serial folders. Some attempts at busi- 
ness fiction have been pretty weak .. . but 
we hand the Gold Palm to the Kenyon- 
Baker Company. Their story is fascinating. 
It gives the history of a good business 
which started going down hill, and the 
steps which were taken by an_ invalid 
president to start the climb back to per- 
sonal and business health. House maga- 
zine editors particularly should read this 
booklet . . . because it is a glowing tribute 
to the effectiveness of a well planned busi- 


ness publication. 
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TICKET STUNTS 


GLENMORE DISTILLERIES of Louisville, Ken- 
tucky, recently issued a unique letter to a 
selected list. Here’s the copy: 


If, in your travels, you ever get to the 
City of Owensboro, Kentucky, there’s one 
thing you should not overlook—that’s a 
free train ride on the O. & E. Line at the 
Glenmore Distillery. 


This scream-lined locomotive operates 
over the entire 120 acres of Glenmore’s 
property, and a ride will give you the 
opportunity to view the many beautiful 
sights surrounding our plant. 


Here is a free pass for you which may 
be used over the entire system. The con- 
ductor will be glad to honor it any time 
you care to use it, subject of course, to 


the conditions on the reverse side. 
Best of luck, and hold on tight. 
Cordially yours 


I. J. KANNAPEL 


Advertising Department 


Included with the letter was an impres- 
sive looking signed pass to the Owensboro 
and Elsewhere Railroad. Conditions were 
printed in humorous style. 


Incidentally, the Oertel Brewing Com- 
pany of Louisville, Kentucky, have a clever 
letterhead designed for the Cheer Up Club. 


A letter of congratulations is sent to a 
selected list 
being elected to the Cheer Up Club. A 
membership card is enclosed and it is all 
dolled-up and individualized. The mem- 
bers pledge is to keep cheerful and make 
everybody else cheerful and _ incidentally 
to drink Oertel’s Beer “and get more fun 
out of life.” 


congratulations upon * 
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Your reporter happened to pick up a copy of The Villager . . . a news- 
paper published in Greenwich Village, New York. On Page 4 of the March 
21st issue was a full page ad designed to sell advertising space in The 
Villager. At the top of the page within a black border was the following 
copy: 

THIS IS THE SIZE OF A POST CARD 


If you had the correct addresses you could mail a card this size to 25,000 
families, representing 100,000 folks, at a cost of $250.00, plus $50.00 for printing 
and $50.00 for addressing—a total of $350.00. 


Even if your message received only a cursory glance, this week after week 
effort would eventually make your place well known. 


The rest of the page was devoted to proving that for less than half the 
cost of mailing an ordinary post card, you could, on a 10,000 line contract, 
use space practically 9 times as large (the size of a Villager page) and be 
absolutely sure of reaching 100,000 folks at their correct addresses through 
a publication which they look forward to read thoroughly, and have trusted 


and respected over a period of approximately seven years of close association. 


_ We thought that old argument had died when its originator (a famous 
newspaper columist) passed away some years ago. Why do the newspapers 
continue to make themselves look ridiculous by trying to sell newspaper 
advertising space on a silly competitive basis. A card or sheet the same size 
as the page in The Villager can still be mailed for lc, but who in the 
world would ever want to send 25,000 post cards to all the residents of 
Greenwich Village and who in the world can tell whether a post card 
mailed to those 25,000 people would receive more or less attention than 
a page in The Villager which might be missed entirely, even if the paper 
were read. Advertising will never become a profession .. . until the 
disciples of it learn how to tell the truth. 


LAST CALL FOR DIRECT MAIL SCHOOL 


Next session of The Direct Mail School starts April 18th and runs until 
May 28th. Twelve sessions. Tuesday and Thursday evenings in the Direct 
Mail Center from 7:15 to 9:30 P.M. The same twelve instructors. Make 


028) 


reservations by calling VAnderbilt 6-0888. 





Can You Tell by Looking at the Back of an 





envelope whether it was mailed third-class or first-class? 


The concealed inspection opening and the flap that seals all the way across 


make Curtis POSTAGE REDUCER envelopes look like FIRST-CLASS MAIL... 


this means increased attention for the mailing at low cost and better net results! 


342 Capitol Ave. 
HARTFORD, CONN. 


Write for Samples and Prices 


CURTIS 1000 INC. 


1000 University Ave. 
ST. PAUL, MINN. 


1814 E. 40th St. 
CLEVELAND, O. 
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CARD FOLDERS WITH EYE APPEAL 


In your search for fresh ideas—for something “different” this spring— 
out-of-the-ordinary pieces that will stop the eye of the prospect and get 
action—check up on the possibilities of colored card stock. You'll be amazed 
at its almost unlimited versatility for unique high attention folders of all 
kinds—everything from clever business cards to beautiful silhouette die-cuts 
in large size folders. 





Here are just a few samples of actual pieces that may suggest an idea 
or two for your own advertising program. 











These card folders are outstandingly attractive and colorful because 
they are printed on an unusual stock—Woodbine Duplex Post Card—with a 
different harmonizing color on each side, smoothly coated for fine screen 
halftones. Three-color effects require only one press run, four colors with 
two runs—high attention value at low cost. 


Whether you are planning a simple post card mailing, or a series of 
dominant pieces—die-cut or plain—Woodbine Duplex Post Card can play 
an important part in stepping-up your returns, 


A wide variety of interesting pieces are included in the free Idea Kit 
shown in the column to the right. It also contains plain layout samples in 
all color combinations to aid you in developing your own ideas. 








COLOR COMBINATIONS 


WOODBINE DUPLEX POST CARD is available 
in the following combinations: 
Turquoise and India 
Suntan and White 
Orange and Fawn 
Goldenrod and Primrose 
Emerald and Green 
Rose and Gray 

Woodbine Duplex Enamel comes in the 
same colors, making it possible to harmon- 
ize inside pages of booklets and catalogs 
with the card stock for cover. 


MANY USES FOR CARD 
FOLDERS 


THIS BRIEF DESCRIPTION of some of the 
pieces at the left may start a flow of other 
ideas in your own mind. 

Business or Political Cards. It is so re- 
freshing (and impressive) to see something 
a little different in such cards that we've 
shown three of them. The candidate for 
Congress has his platform printed on the 
inside fold of the card. (Note: 1940 is 
open season for politicians.) A _ die-cut 
car is the short front fold of the Chrysler 
card. Evinrude carries a complete list of 
models and prices on the inside spread. 

Die-cut Folders. Notice tie illustrations 
of “The Thinker’, the horses’ heads and 
the golf caddy—all simple die-cut pieces 
but doubly effective because of the two- 
color Woodbine stock. The large folder 
headed “Get Attention” does just that. 
The stock is turquoise and India, with the 
die-cut folded inside out. 

Booklets. The “Ladies” booklet is 
printed on Woodbine Duplex Enamel 
(Rose and Gray) with die-cut cover on the 
post card to match. Decidedly feminine 
and very . attractive. 

“Book” Folders. With simple diagonal 
trims, card folders can be made in the 
exact form of books or other articles. 
Another clever one included in the Kit 
below is a very effective birthday reminder 
from an insurance company. 





FREE KIT OF SAMPLES 


THIS KIT CONTAINS actual advertising pieces 
of proved worth, including blank sheets in 
all color combinations. Please write for 
your copy on your business letterhead. 
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THIS ENTIRE PAGE IS AN ADVERTISEMENT OF | 
THE APPLETON COATED PAPER CO. | 


3040 WISCONSIN AVENUE APPLETON, WISCONSIN 


Write for your copy of the free Idea Kit mentioned above. It 
will be genuinely helpful to you in planning your advertising. 
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We invite inquiries from 
mail sellers who wish 
to increase profits by: 


ae Renting lists of known mail 


buyers for their own use. 











2) Renting their own lists to 
other non-competing mail 


sellers. 


D-R Special List Bureau 
Division of 
DICKIE-RAYMOND, Inc. 

80 Broad Street Boston 

















OUBLY HANDY 


Opening through its own passage- 
way directly into Grand Central 
Terminal, the Hotel Roosevelt of- 
fers you perfect convenience on 
your arrival in New York... And 
because of its location at the heart 
of Manhattan’s great mid-town sec- 
tion, it affords the same kind of 
convenience for all outside activi- 
ties .. . Doubly handy and doubly 
enjoyable ... Large outside rooms, 
with both tub and shower— $4.50 up. 


HOTEL 
FRROOSEVELT 
BERNAM G. HINES, Managing Director 
MADISON AVE. AT 45th ST., NEW YORK 


Direct Entrance to Grand Central Terminal 
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MORE ABOUT SHOWMANSHIP 


Showmanship in Direct Mail Advertising is an interesting subject. It 
is also a dangerous subject. But the trend toward more and better show- 
manship is definite. If you don’t believe it, pay a visit to The Direct Mail 
Center and see the new display of current examples of realism. (Note: All 
displays in the Direct Mail Center have recently been revamped into a 
“Facts of Life” panorama . . . visitors are always welcome). 


Showmanship caused a furor in Direct Mail circles several years ago. 
It might be well to repeat here some of the words of advice and caution we 
give to people who are interested in applying showmanship principles to 
Direct Mail. 

Too many people think of showmanship in terms of tricks and stunts. 
Tricks and stunts are sometimes dangerous. They must be handled care- 
fully. They must be appropriate. 


In Kenneth Goode’s words, showmanship is another name for fact. 
Active, aggressive tact. Tact on a gorgeous scale. Tact blown up like a 
balloon. Painted like a barber pole. 


Good Showmanship is: 
1. Finding out what people like and doing more of it. 
2. Finding out what people don’t like and doing less of it. 


There are some 62 elements of showmanship ... such as conflict, 
curlosity, mystery, variety, motion, sex, etc. 


So far as Direct Mail is concerned, these 62 elements of showmanship 
can be boiled down to six fundamental divisions. Simplicity, richness, 
humor, emotions, continuity and realism. 


The one division which interests Direct Mail people the most is... 
realism. Direct Mail offers unequalled opportunity for realism in a way 
not possible with any other form of advertising. By appropriate cut-outs, 
die-cuts, sampling, tricks, etc., startling and striking realism can be added 
to your sales appeal. 


Your reporter recently made an analysis of several thousand recent 
examples of Direct Mail realism. They seemed to divide themselves into 
six classifications. 


1. Die-cutting to give an exact picture of the product. 
2. Die-cutting or “tipping-on” to show product or its use. 


3. Die-cut or tip-on stunts appropriately worked into the piece to tie-in 
with the story. 


4. Die-cutting just for attention or to make explanation clear. 
5. Stunts to dramatize the offer. 
6. Motion, pull-outs, or trick folds for attention. 


We are glad to report that realism technique is getting better and 
better. There is a constant flow of good ideas. 


We have never understood why some printers seem to discourage the 
use of dié-cutting. Printers have been known to advise customers that die- 
cutting is too expensive. The real truth is that a die can be made for the 
same price as a zinc etching of the same area. The additional printing cost 
is therefore just one extra press run. 
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Sieulhimore 


& T K e L | + Pp a & & R § now number six lines 


all designed for maximum printing effect at competitive price levels! 














STRATHMORE BOND 


STRATHMORE WRITING (new) 


STRATHMORE BOOK (formerly Strathmore Highway Book) 
(Including STRATHMORE ALL-RAG BOOK) 


STRATHMORE TEXT 


STRATHMORE COVER 





STRATHMORE FAIRFIELD 


The outstanding success of the four original Strathmore Staple Papers has proved conclusively 
the soundness of the idea behind them. Now, two more papers, STRATHMORE WRITING and 
STRATHMORE BOOK, have been added to the group, to develop, still further, its usefulness to you. 
Get results economically with Strathmore Staple Papers. They are easy to buy, easy to sell, 


easy to use. They help you keep your printing costs low, and your printing standards high! 


Sivulmore PAPER COMPANY | PEST SPRINGFIELD, MASS. 












GET PAYMENT 
WITH ORDERS! 
USE ORDER - VELOPES! 


The one unit order blank and envelope 
with a completely formed envelope 
pocket that carries checks, m money 
orders, currency and coins in perfect 


safety. 


ai 
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INSIDE VIEW OF ORDER-VELOPE SHOWING 
ORDER FORM COPY AREA AND COMPLETELY 
FORMED ENVELOPE POCKET. 


R RM 
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BACK VIEW OF ORDER- 
VELOPE AFTER MAKING 
ONE FOLD. 
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Sempre VELOPE COMPLETELY 
DED, READY FOR MAILING 
ORDER AND REMITTANCE. 


Use the new ORDER-VELOPE as an 
enclosure in direct mail, as an invoice 
or statement enclosure, as a package 
enclosure, as an enclosure in catalogs, 
books, broadsides, pamphlets, for 
counter distribution, and for every 
mail order effort that requests a 
return enclosure. 


Write for samples and prices today! 


THE SAWDON COMPARY, Inc. 
230 PARK AVE., NEW YORK, N. Y. 
MUrray Hill 6-1566 











A REPORT OF MAILINGS 


These people in New Zealand certainly keep accurate records of their 
Direct Mail efforts. Mr. C. Moffat of The L. T. Watkins Limited, 176-186 
Cuba Street, Wellington, C.2, New Zealand, sends your reporter four interest- 
We won't attempt to reproduce the letters since they were 
But all 
readers of The Reporter should be interested in Mr. Moffat’s quartette of 
reports. 


ing case histories. 
simply normal, and properly constructed, Direct Mail solicitations. 


1. A MAILING WHICH BROUGHT 79.8% REPLIES 


The letter offering a free Pictorial map was sent in a 9” x 4” manilla postage 
saver envelope (44d permit stamp) to a list of 1,508 Wellington business executives at 
their office address. 


It is interesting from two points of view (1) that business men do give attention 
to advertising matter even when sent to their office address (2) that provided the offer 
is an attractive one they are willing to pay the return postage on the reply card. 


Although the map was free and the offer timely—a week before the Centennial 
Exhibition opened—the number replying 1,204 (79.8%) is the highest response to a 
direct mail letter in our experience. 


The map was also advertised later in a number of national magazines, people having 
to send a postcard or letter to the Shell Company for a copy—the total response being 
2,800. 


2. ANOTHER LETTER WAS SENT TO BOOKSELLERS AND STATIONERS 
OFFERING TO SELL WAR REFERENCE MAPS 


Letter, sample map, order form, ordinary reply envelope. (‘4d postage—adver- 


tising rate.) 
Number mailed .. . ee me 612 


Orders | | | 76 (12.4%) 
Maps sold 2. ) 2.835 


3. ANOTHER LETTER SLIGHTLY REVISED WENT TO BUSINESS FIRMS 


OFFERING WAR REFERENCE MAPS AT REASONABLE COST 


Letter, sample map. order form. ordinary reply envelope. (%d_ postage—adver- 
, J Pp \ pty p s 


tising rate.) 


Number mailed lelionainies odie um 1,800 
Orders ctidiaieastantad cuisines inde 28 (2.7%) 
Re Se mT ee ee 3,950 


ANOTHER TEST 


Although this test only bears out the experience of similar mail-order campaigns it 
was really made to check on the effect of the new postage rates in New Zealand. These 
are now as follows: 


(a) Letter rate (sealed)—2d first ounce. 
(b) Accounts, notices, invitations—ld first 4 ozs. 
(c) Advertising rate—tod each 2 ozs. 


This means that everything received in a 42d envelope is automatically a circular. 
Previously it may have been an account, notice or invitation. 


The mailing consisted of a 2 pp. multigraphed (black) letter, signature in blue, a 
reply form, an ordinary reply envelope. 


The envelopes which were addressed to 1,500 business firms were carefully sorted 
into three lots to make certain that the test would be a proper one. 
Test A (500) These were carefully filled-in, pen-signed and mailed under 2d postage. 
Replies 21 (4.2%) 
Test B (500) These were also filled-in with a facsimile signature and mailed under '%4d_ postage, 
envelope flap tucked in. 
Replies 15 (3.%) 
Test C (500) These had a ‘caption heading’ instead of the fill-in, a facsimile signature and were 
mailed under 42d postage, envelope flap tucked in. 
Replies 17 (3.4%) 
Although ‘Test A’ was more productive, on taking into consideration the extra 
expense of filling-in, pen signing and postage, the extra orders barely paid. 


Test ‘B’ and ‘C’ 


a caption heading is just as effective as the fill-in. 


also proved once again that on a straight out mail order proposition 
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On January 5th, 1940, THE REPORTER released the manu- 
script of the first complete Course in Direct Mail Advertising... 
to those who had subscribed “pre-publication.” Since that time, 

we have done no promotion other than announcements in THE 
REPORTER. We have delayed any solicitation for orders by mail 
because our promotion must follow the accepted formulas. A good 
mail promotion must include testimonials. So we must wait for 
reactions . . . until the early subscribers have finished the Course 
and can tell us what they think. 


Here are some of the unsolicited statements received recently 
. . « which we will surely use shortly in a “formula” circular. 


You have done a great job on the course ... a truly monumental 
one. . . 
James M. Mosley, Mosley Selective List 
Service, Boston, Massachusetts 


Am amazed at the completeness and clearness with which it covers 
the subject of Direct Mail . . . well written, orderly in arrangement, easy 
to understand and forceful in driving home important points. I have 
been engaged in Direct Mail advertising for a good many years, and feel 
that yours is the best all-around approach to the subject that has been 
published. 

F. Allen Burt, Instructor, Boston University, 
Brookline, Massachusetts 


. - it is more than “student” material . . . constituting an actual, 
factual guide to success in the planning and use of Direct Mail Advertising 
of every kind. 

Lithographers National Ass’n, Inc. Bulletin, 
295 Madison Avenue, New York . we Ee 


I have had more than my money’s worth. MHeart:est congratulations 
for having set down in black and white so much valuable information. 
E. W. Kellett, Bulman Bros., Ltd., 
Winnipeg, Canada 
. remarkably free of old bromides—not a bit dull, notwithstanding 
its 5'2 pounds .. . is full of practical psychology based upon we.! 
documented evidence ... a real contribution to the literature of advert-sing. 
Howard T. Hovde, In charge of Courses in 
Advertising, University of Pennsylvania, 
Philadelphia, Pa. 


. . am making the reading of your Direct Mail Course compulsory 
by everyone in our office handling any detail of sales efforts. I can see 
1940 business at all-time peak as a result. 

Frank A. Montgomery, Montgomery & 
Bacon, Towanda, Pa. 

Never saw anything like it in my 25 years direct mail experience. 
You have presented direct mail so efficiently, so simply, so economicaily, 
so pleasantly. 

David L. O'Sullivan, Advertising Counselor, 
Hollywood, California 

Congratulations on the fine job. I know you will understand me 
when I say I have seen so many punk efforts along the lines of training 
in direct mail advertising that I was honestly surprised at this manual. 

Claude Grizzard, Jr., Grizzard Advertising, 
Atlanta, Georgia 


This without doubt, is the best work on advertising that has been 
compiled in the last ten years. It is so complete and covers the field 
with practical proven suggestions. Not full of mealy mouth bologna, but 
hard bitten proven business facts. 

Jules J. Paglin, Porter’s, Inc., 
New Orleans, Louisiana 

My only hope is that somehow or other your remarkable work will 
be studied and treasured by every man or woman who hopes to make any 
kind of a success in the direct mail field. 

tdward N. Mayer, Jr., James Gray, Inc., 
216 East 45th Street, New York, N. Y. 
It’s the biggest value we’ve bought in many a day. 
A. A. Brentano, President, Keller-Crescent 
Company, Evansville, Indiana 
. . « is stimulating, practical and amazingly complete, with no [mit 
to its use. 
Allen Legg, 47 Central Avenue, 
Hartsdale, New York 

A grand job of editing and assembling material . . . words of wis- 

dom become authoritative evidence that direct mail advertising is scientific. 
’. V. Morris, J. E. Linde Paper Company, 
New York, N. Y 

The Course has THE SIZZLE. It is extraordinary, surer colossal, 
gargantuan—hell, it’s good. 

Briant Sando, 521 Fifth Avenue, 
New York, Y. 


Most interesting thing I have run across in years. I was able to 
get from it just the type of information that I needed. 
E. S. Colvin, The Appleton Coated Paper 
Company, Appleton, Wisconsin 


If it were possible for anyone to absorb and ADAPT the principles 
so clearly presented in your remarkable course, they would undoubtedly 
be the world’s most successful direct mail expert. But if they are only 
able to digest and apply one one-hundredth of what you have given them, 
they will be much above the avera e. 


Jack Carr, Lutz, Florida 


Note: THE REPORTER will pay the Post Office the advertising 
rate for this column . . . because we want to emphasize that The 
Study Course in Direct Mail Advertising is available at $30.00 
net with no special offers, discounts, inducements or inspection 
deals. Everyone who has reported so far thinks it worth much 
more than price. It’s the whole story ... all the facts. Send your 


order to THE REPORTER, 17 East 42nd Street, New York City. 
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They say are the hardest. Not sol!—say we. As 
we Start the second century we celebrate with 
our own idea of a party. It’s called specializa- 
tion...no matter what your specialty is we 
have something of interest to you in the way of 
a specimen book. Specific inks on specific stocks 
for specific presses! Essential qualities and char- 
acteristics of the inks are identified. Make cer- 
tain you get the book or books which fit your 
needs: Morr-Glos Label Inks, Offset Inks, Sil-vor- 
plate Inks, Morr-Glos Corrugated and Fibre Board 
Inks, Half-Tone Blacks and Process Colors, Morr- 
Glos Carton Inks, Cotton Bag and Burlap Inks. 


MODERNIZE WITH MORRILL 


GEO. H. MORRILL CO. 


Division -,General Printing Ink Corporation 


100 SIXTH AVENUE, NEW YORK, N.Y. 


Boston - Philadelphia - Chicago - Detroit - St. Louis - Fort 


Worth - Minneapolis - San Francisco: Los Angeles - Seattle 











"Reg. U.S. Pat. Off 





THE MOST TALKED-OF 


PRIZE BOOK 27 America... 


READ WHAT THOSE WHO » 
HAVE SEEN IT SAY— -a PF 


"Excellent 
1939 ’ and 


ties." 


THIRD EDITION...4 as 


lion 
Ings n 


1 Better 
that’s some 


Om 
We l 


ideas for B&es. 
et. 


vl 


than the 
thing! 


"Carries plenty of food for 
thought in direct relation 
with sales-getting activi- 


"Unique and different!" 


UST OUT “fertaing , 


Ge ex 
: ag Llent 


BELNAP and THOMPSON’S 


1940 PUSH BOOK™ 








fiz 


to companies with 
50 or more salesmen 








CONTAINS: 80 PAGES, making available almost 2000 of the 
FINEST MERCHANDISE PRIZES ever gathered together—90% 
Nationally Advertised, with Illustrations in Black and White 
and FULL COLOR ...COMPLETE “HOBBY” SECTION made 
Interesting with Pictures and Stories of the Hobbies of 
Famous People such as IRVIN S. COBB, GRANTLAND RICE, 
EDWARD G. ROBINSON, MAJOR LENOX R. LOHR and others 
ARTICLES ON SELLING by Famous Authors, including RICH- 
ARD C. BORDEN, ELMER K. WHEELER, WM. HAZLETT UPSON 
—Pointed SALES CARTOONS in Color. 





To appreciate fully why this new type 
of prize book gets better results, com- 
pare it with any prize book you have 
ever seen. Send for a complimentary 
copy and complete information. 


BELNAP and THOMPSON, inc. 


Creators and Producers of ‘'Push Plans 


309 West Jackson Blvd. * Chicago 


New York City Office: Graybar Building 


pix 








GOOD STORIES TRAVEL 


Your reporter recently had the pleasant 
experience of meeting George T. Trundle, 
of The Trundle Engineering Company, 
1501 Euclid Avenue, Cleveland, Ohio. Mr. 
is the Editor of Trundle Talks 


. the only house magazine we know of 


Trundle 


which is written, guided, nursed, con- 
trolled, and what have you, by the Presi- 
dent of the company. It is the mainstay 
of their advertising. It is so interesting 
that feature articles from it are reprinted 
all over the world. The best story (we 
thought) was “The Man Who Sold Hot 
Ralph Coxhead saw it first and 
printed it in the Varityper News. Your re- 
porter picked it up from there and printed 


it in our January 1939 issue. From there 


Dogs.” 


on the reprinting was fast and furious. 
Sad to say some people forgot to give 
credit where credit was due. We just hap- 
pened to notice that the story pops up 
again in the News Letter published by the 
John Deere Plow Company of Moline, IIli- 
Bruce Lourie, Editor, credits the 
story to the Chicago Evening American 


nois. 


. sO we suppose that paper forgot all 
about George Trundle. 


However, this case points out a good 


moral for all house editors. 
Maybe each one of you editors should have 
a talk with 


about the extraordinary planning for each 


magazine 
George Trundle and learn 
issue, That’s the reason the Trundle ar- 


ticles grow and grow and grow. 


ANNUAL REPORTS 


IT WILL SOON be a landslide. Good-look- 
ing, modernized annual reports used to be 
a novelty. Latest excellent example is the 
Annual Report of the Union Oil Company 
of California, celebrating the 50th year of 
service. 32 pages and cover. 
throughout. 


Two colors 
The whole story is told in 
interesting fashion. 


SIZE SELECTION SIMPLIFIED 


FOR THE RECORDS it should be reported 
that W. J. Blackburn, 560 West 42nd 
Street, New York City, has just published 
a loose-leaf guide to the efficient planning 
booklets and 

64 pages, 84% x 11. 
It is carefully indexed 
and contains charts and diagrams showing 


and production of folders, 
commercial printing. 
The price is $12.75. 


how to select the proper sizes for various 
formats. It will be placed in the library 
at The Direct Mail Center. 
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ATTRACTIVE ENVELOPES 


WELL HAVE TO FIND room in here some 
place for this item. Why don’t more peo- 
ple spend a little time and money plan- 
ning attractive envelopes ... (and this 
isn’t a publicity puff for the envelope 
manufacturers). This item was inspired 
by the beautiful envelope received from 
Color Print, Milwaukee. Goldenrod in 
color, made from ripple finish rag content 
paper. The corner card is highly em- 
bossed in white. It is so darn good-look- 
ing that the girls in the office saved the 
envelope after it was opened. It radiates 
high quality. 


Incidentally, speaking of envelopes, 
your reporter is always on the watch for 
examples of using either the front or back 
of the envelope for advertising. We've 
reported before on tests made by nurser- 
ies and baby chick growers. Good recent 
example is envelope used by American 
Printing Ink Company, 2314 West Kinzie 
Street, Chicago, Illinois, which prints a 
biue estimate form on the left-hand side 
of their envelope showing “$62.00 extra 
for spot varnish.” That estimate is crossed 
out and the statement inserted “use GLO- 
STONE at No Extra cost!” Inside folder 
describes the use of Glostone Ink. Are 
there any more examples floating around? 


MORE ADVANCE 
ANNOUNCEMENTS 


L. K. HOFFMAN of Reba Martin, Inc., 145 
West 45th Street, New York City, re- 
sponded to our plea for more examples of 
salesmen’s advance cards. He sends five 
cleverly illustrated post card announce- 
ments, with ‘illustrations hand _ colored. 
They will go on display in The Direct 
Mail Center. 


AWARDS FOR EXCELLENCE 


FIFTEEN AWARDS for excellence in advertis- 
ing were made by The Chicago Federated 
Advertising Club at its first annual awards 
luncheon on Thursday, March 2Ist, at the 
Sherman Hotel in Chicago. 


In the Direct Mail Division, we were 
glad to see that the winners were folks 
whose work had been praised in The Re- 
porter. Charles Downs, advertising and 
sales promotion manager of Abbott La- 
boratories, Chicago, won first place for the 
best Direct Mail campaign. The award for 
the most outstanding mail order advertis- 
ing went to L. M. Beals of Sears, Roebuck 
& Company, for the catalog “Color Perfect 
Wallpaper,” which was praised in the Feb- 
ruary issue of The Reporter. 
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Letterheads will “loaf on the job” 
if you don’t keep them up to date. Every printer — 
every merchant and manufacturer — knows that 
letterheads should SELL as well as TELL, should 
feature merchandise or service as well as give 
name and address. Specify Adirondack Bond 
for business letter heads, office forms and en- 
velopes. It has fine appearance and gives real 


value at low cost. In white and 12 colors. 


INTERNATIONAL PAPER COMPANY 


220 East 42nd St., New York, N. Y. 
BOSTON : CHICAGO CLEVELAND 


ADIRONDA 


MARE THAT LETTERHEAD WORK! 







WRITE 


for your copy of 
‘*‘Unfinished 
Business” with 
graphic com- 
parison of let- 
terheads. Ad- 
dress Sales 


Dept. H 
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AN INTERNATIONAL PAPER VALUE 





Made by the Makers of: ADIRONDACK BOND & LEDGER - INTERNATIONAL MIMEO- 

SCRIPT - INTERNATIONAL DUPLICATOR - BEESWING MANIFOLD - TICONDEROGA 

BOOK - TICONDEROGA TEXT - INTERNATIONAL TI-OPAKE - CHAMPLAIN BOOK 
SARATOGA BOOK - SARATOGA COVER - LEXINGTON OFFSET 




















Direct-Mail Address 
Costs Cut In Half! 


Now you can afford (if you 
are a large mailer) to use an ad- 
dressing machine instead of a 
typewriter on any mailing list 
addressed more than once. This 
is revolutionary, because hereto- 
fore names have had to be ad- 
dressed at least four times before 
it was worthwhile to make ad- 
dress plates for them. 

Send for circular, ‘Elliott 
Starts Addressing Revolution!” 
Learn how a 3-time addressing 
on a list of 100,000 names will 
pay for both the Address Cards 
and the Addressing Machine. 
And with this new Elliott system 
you will have no filing cabinets 
or trays to buy. 





Addressing Machine Company 
127 Albany St. Cambridge, Mass. 














Tie Your Mail on the Bunn 
Package Tying Machine 


@ Ties 20 to 30 Packages per minute. 


®@ Ties all sizes tightly—no adjust- - 
ments. 


© Equals four hand tie-ers. 
@ Meets Postal Regulations. 


Makes a single wrap long way, 
double wrap the short way, cross- 
ing twine underneath package. 


W rite 
For Our 
Free Trial 


Offer 





B. H. BUNN CO. 


7607 VINCENNES AVENUE 


CHICAGO, ILL. 
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GOLD PALMS FOR EXCELLENCE 


The Reporter Staff has just completed building an entire new exhibit at 
The Direct Mail Center. It is a simple, orderly presentation of the Important 
Facts of Life About Direct Mail Advertising. One section has been decorated 
with a golden background and hereafter we will place in it the glamorous 
pieces of direct advertising which receive our hypothetical and mythical 
Gold Palm Award for superexcellence of presentation or workmanship. 


The first two pieces to be deposited in the new exhibit are: 


1. The outlandishly big book issued by The Sherwin-Williams Company 
to help their dealers sell paint. Measures 1614” x 1814", 121 pages and 
weighs 8 pounds. It cost $200,000. Most of the pages are full color repro- 
ductions. It is the most beautiful color job yet produced by the Graphic 
Arts Industry. 25,000 copies were run and it is being distributed to the 
trade at $5.00 per copy, but additional copies are made available through 
a special merchandising deal. 


2. The second booklet to be placed in the Gold Palm section is the 52 
page, 734” x 73%” booklet on flower arrangement issued by The Coca-Cola 
Company, Atlanta, Georgia. Best example of a sociated selling. Beautiful 
full-color reproductions show flower arrangements. A few pages in the back 
of the book show Coca-Cola arranged attractively for incoming guests. It 
is being offered to women for a 10c mailing charge. A distribution of 
1,000,000 copies is anticipated. 
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This advertisement composed on Vari-Tyber 
Thousands of organizations are now using of dollars worth of required printing. The 
the Vari-Typer. Thirty-five departments of Celluloid Corporation of America has saved 
the Federal Government use Vari-Typers for thousands of dollars on the composition and 
statistical and informative releases ... with production of inter-company forms and sales 
thousands of dollars saving. Many Financial manuals. The Oregon Mutual Life Insurance 
Houses are using Vari-Typer. Educational Company saved 33-1/3% on their rate books. 
Institutions use it for text composition. The City of Schenectady save 50% on forms 
Insurance and Transportation Companies, as and reports. The Sinclair Refining Company 
well as Public Utilities use it to prepare Says: "Vari-Typer is an important unit in 
rate schedules. Publishers, Retail Stores our office, saving time, composition and 
and Manufacturing concerns use Vari-Typer cost." Investigate the savings possible 
to save money,composing type for millions in YOUR BUSINESS. Absolutely no obligation. 


The office composing machine with 
Changeable Faces and Spaces operates 
like a typewriter BUT ... the 
Vari-Typer has easily and instantly 
removable type plates (with 90 
letters and characters on a plate). 
More than 300 attractive type 
faces available. Spaces between 
lines and letters also changeable. 





RALPH C. COXHEAD CORPORATION, 333 Sixth Avenue, New York, N.Y. | 


Please send, without obligation now or later, your new portfolio "How You Can Profit 
by Using the Vari-Typer," including specimens that demonstrate its advantages. 


NAME POSITION 








rTACK TOUPON ABO\ TO YOUR BUSINESS LETTERHEAD AND MAIL TODAY. NO OBLIGATION 
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HISTORICAL LETTERS 


YOUR REPORTER attempts to eliminate from 
these columns, any items which may appear 
to be “plugs” for the producers or sup- 
pliers of direct mail. We know that these 
fellows are selling direct mail service or 
supplies, and that their stuff ought to be 


good. 


We try to confine our editorial items to 
actual cases of methods or results of users 
of the mail. But once in awhile, one of 
the producers comes through with an idea 
or a campaign which simply cannot be 
ignored. If The Reporter had a cup for 
the best current promotion campaign by a 
producer of direct mail, that cup (filled 
to overflowing) would go to Ed Mayer of 
James Gray. Inc., 216 East 45th Street, 
New York City, for designing the present 
series of four page letter folders . .. using 
famous letters in history as the interesting 
theme. The folders in themselves are 
unique. One page is devoted to a multi- 
graphed filled-in selling letter, but instead 
of having that letter on the first page as 
is usual, the Gray letter appears on the 
third page. Ed must have spent many 
months in the library to uncover his se- 
lected letters. One folder describes the 
correspondence between Aurelian, Emperor 
of Rome and Zenobia, the Queen of 
Palmyra. 


Another prints and comments on a let- 
ter trom Socrates to King Ochus, and so 
it goes on down through history-—Michael 
Angelo — Petrarch — Washington — Lin- 
coln. Art work, layout, typography differ- 
ent for each folder. A magnificent job... 
and should go into the permanent archives 


of Direct Mail. 


STRIP TECHNIQUE 


“YOU VE NEVER Seen Anything Like It!” is 
the title on the front page of a little three 
wing folder issued by The Coleman Lamp 
and Stove Company, Wichita, Kansas. If 
you want to see a good example of a simple 
sales story told in strip picture technique, 
write to Mr. A. W. Boyer and get a copy. 
Folder measures 644” x 33Q” when folded, 
but opens to a strip 19” long. Hand 
drawn pictures show the Coleman Speed- 
Master Table Stove in use by housewife, 
campers, doctors, mechanics, cooks and 
travelers. And on the back page the oper- 
ation of the stove is described in comic 
strip technique with the girl demonstrator 
giving the sizzle points in conversational 
balloons. Printed in two colors. A model 
for simplicity. 
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“Beauty 1s 
as beauty does” 







This is the new Ediphone for your desk. It’s 
beautiful. And it does a beautiful job in bringing 
greater achievement to your business day. 

It’s wonderful to talk your work away...to pour into this 
8',”x11” miracle your notes, letters, instructions. Your desk’s 
cleared of papers— your mind of details— you work in peace 
and so does your. secretary. That’s Edison Voice Writing —it’s 
beautiful! 

Two new streamlined beauties to try —the letterhead-size 
Ediphone on your desk, the cabinet Ediphone (see below) at 
your desk—without obligation. Write Dept. R3, Thomas A. 
Edison, Inc., West Orange, N.J.—or—Thomas A. Edison of 
Canada, Ltd., 610 Bay Street, Toronto. 


Edi 


EDISON 


SAY !T TO THE 





hone 


OICEWRITER 
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The Cabinet Ediphone 


... it’s beautiful, too! 














A square foot (floor space) of 
magic! Like the desk model, 
completely enclosed, dust- 
proof, compact, smart. With 
self-closing correspondence 
and record compartment. See 
it. Try it. 
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BETTER GET AN 


Auto-typist 


IF YOU WANT RESULTS 





Send for Descriptive Material 


American Automatic Typewriter Co. 


614 No. Carpenter St. 320 Broadway 
CHICAGO, ILLINOIS NEW YORK CITY 


“Letters as individual as your finger print” 








Uj Ever READYS 
LABEL BOOK 


v @ EASY ADDRESSING and 
DIRECT MAIL HELPS 


Pages 10, 26, 32 


@ SHIPPING LABEL IDEAS 
Pages 10 through 25 
@ ADVERTISING LABELS... 
they ‘ride free”! 
Pages 3 to 5, 32,36, 37 
@ PACKAGING LABELS... 
dress up your product... 
Pages 34 and 35 
48 colorful pages! See what you 
want... know what youll pay! 
Clip the coupon for yours TODAY! 


EVER READY LABEL CORP. 


157 EAST 25TH ST. NEW YORK, N. Y. 





Ever Ready Label Corp., 157 East 25th St., New York, N. Y. 


Gentlemen - 
Please send your LABEL BOOK for my reference library. 
| am particularly interested in labels. 





Name Title 








Company 





Address 





City and State 








BUSINESS AS USUAL 


Reporter Jimmy James, Sales Promotion Manager of the National 
Broadcasting Company, RCA Building, New York City, tells us that he has 
been on the mailing list of a tailor in England for many years. The multi- 
graphed letters are usually two pages in length. They are conversational 
and gossipy in tone. Jimmy liked the letter received during the latter >art 
of February and we agree that it’s worth reprinting here. 


“What is really happening in England? This question is being asked so con- 
sistently by our friends overseas that we suspect the German wireless broadcas.s and 
communiques are causing some uneasiness in their minds. 


We only wish we could issue a bulletin periodically telling you how things are 
going on, but goodness knows we are busy enough attending to the rush of orders 
which are reaching us from customers in neutral countries throughout the World. 
You will get the truth, however, from our own B.B.C. Announcers, and the neutral 
countries’ newspapers and broadcasts will confirm what we say regarding the World 
position and happenings in the war itself. 


There is no harm in listening to the German broadcasts if you accept what they 
say with the proverbial pinch of salt, for they can be amusing to the point of being 
really silly, but we would warn you that most of the statements made are altogether 
inaccurate, and are obviously to serve as propaganda for them. 


If the “Zeesen” or “Hamburg Announcer” had his way we should not be here 
today to tell the tale, for a few weeks ago one of the Stations, we are not sure which, 
reported that Huddersfield and other towns in Yorkshire had been razed to the ground 
by bombs dropped from enemy planes. Here we are, however, still carrying on as usual, 
and it is perfectly true that none of the towns which were mentioned have yet experi- 
enced an air raid alarm, let alone an actual or even attempted raid by German planes. 
The necessary precautions, of course, have been taken, and we are well and truly 
blacked out, which is causing a certain amount of inconvenience, but when we tell you 








Read these exciting words 
about an exciting new book— 


“The most comprehensive study of advertising it has 
been my pleasure to read. I envy those eager young 
men and women who have this treasury as a springboard 
to the fascinating study of advertising.” 
MILO Jj. SUTLIFF, Vice-President, 
Literary Guild of America 


Just Out — Clyde Bedell’s 


How to Write Advertising that SELLS 


VICTOR O. SCHWAB, of Schwab and 
Beatty, says: “These sixteen sentences— 
taken to heart, to mind, and to memory— ®@ Does your advertising contain the 31 
can transform a writer who merely fills selling stratagems? 

white space with words into one whose 
words will fill stores with customers.” 








524 pages, 6 x 9, $4.00 


@ How will your copy rate under the 16 
ae touchstones of copy writing? 
CHESSER M. CAMPBELL, Chicago Trib- 
une: “Salesmen as well as copy writers @ Are you making full use of the magic 
could well follow the technique he has of words? 


outlined.” : , 
The methods explained in this book have 


T. B. FREEMAN, Butler Brothers: “Real been tested in the author’s 15 years’ rich 
meat in this chapter for experienced copy experience as sales and advertising execu- 
writers as well as for all the ‘budding’ tive; you can use them to increase the 
generation.” pulling power of your copy. 


EXAMINE THIS BOOK 10 DAYS ON APPROVAL—SEND THIS COUPON 
McGraw-Hill Book Co., 330 W. 42nd St., N. Y. C. 


Send me Bedell’s How to Write Advertising that Sells for 10 days’ examination on approval. In 10 
days I will send $4.00, plus few cents postage, or return book postpaid. (Postage paid on orders 
accompanied by remittance.) 
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(Books sent on approval in U. S. and Canada only.) 
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that people here and throughout England are enjoying their Saturday afternoon football 
matches and have every opportunity of visiting picture houses and music halls during 
the week, you will gather that Huddersfield is still very much on the map. In fact, 
the town is busier than ever doing its part through its cloth manufacturers and clothiers 
to add to the comfort and well being of the British Army. 

Apart from the bombs which were dropped during the raid in the area of the 
Firth of Forth some time ago, when the damage done was negligible, except to the 
German machines, which was very heavy, and for a few in the extreme north of Scotland, 
which set fire to a seaplane and killed a rabbit, not a single bomb has been dropped 
throughout the British Isles; in fact, very few planes have been successful in pene- 
trating our coastal defences, and when they have our fighters have chased them away 
in quick time. 

When we have had a setback our Government has told the World, and the loss 
of life on the “Royal Oak”, “Courageous” and “Rawalpindi” is greatly deplored. These, 
however, are our major naval losses to date, and, of course the indiscriminate and 
altogether illegal laying of magnetic mines has caused loss to both British and neutral 
shipping. But the “Ark Royal” and other of His Majesty’s ships which have been 
constantly reported through the German press and broadcasting system as being sunk 
are still intact and at their war stations, manned by crews eagerly awaiting the oppor- 
tunity to get at grips with enemy ships, which take good care to remain in comparative 
safety. 

We wish it were possible to tell you of the preparations that are being made, but 
suffice to say they are on a huge scale, for Great Britain and France, with the help 
of our Dominions, whose loyalty to the Crown has made such a tremendous impression 
over here, are determined to pursue the task they have undertaken to the end, and 
there is nothing more certain than that right will prevail and victory be won by the 
Allies, so that the World can once again live at peace. 

We also have made our own preparations for the coming season, and we have a 
fine set of patterns ready to send you for the asking. Wartime conditions have made 
it necessary for us to charge rather more for our goods, but even so we are still 
offering very sound value, quality for quality. More manufacturers’ looms are being 
put on to the production of cloth for Government use, and as they are being allowed 
appreciably less yarn for the making of civilian materials, supplies are not going 
to be obtained without difficulty. In fact, in the case of linen, for instance, we shall 
be fortunate if we get any more until the war is ended, and although we hold fairly 
large stocks bought at increased prices, these will not last long the way things are 
going. 

Nothing is to be gained by waiting, for prices are certain to go higher, and what 
with wage advances to meet the increased cost of living, dearer trimmings, etc., there 
is no telling how soon we shall again have to ask more for our goods. In your own 
interests, therefore, we strongly recommend you to write now for our patterns, for we 
repeat they are a grand lot and up to the same high standard of quality that we 
have always offered. Let us have the enclosed postcard by return if you are wanting 
more clothes just now.” 


A TRAGIC SALES LETTER 


Reporter Elmer J. Roeper, who once upon a long time ago was Business Manager 
of Postage and the Mailbag, and who a longer time ago grew up with your reporter in 
the Direct Mail business in Pittsburgh, sends us a tragic sales letter. In transmitting it, 
Elmer says: “Here’s a sales letter most of your readers could find occasion to send out 
at some time during their business careers. I’m ordering a million copies at once.” The 
letter was addressed to Mr. Roeper. We don’t have the heart to give the name of the 
company or the product. This letter represents the all time low in something or other. 


“Please check over your inventory of Blankety-Blank and Blinkity Blink, advising us 
if you ean cooperate by placing an order at this time. 


We are experiencing quite a set-back after a banner year in 1939, and we are writing 
to some of our customers, like your goodselves, asking them to send along some speci- 
fications now, if possible, to enable us to keep our plant operating continuously. We have 
considerable volume already scheduled for shipment later on, but very little for imme- 
diate shipment. 


As usual, we will appreciate very much your cooperation and will endeavor to 
demonstrate this by always looking after your interests to the best of our ability. 

Thanking you very much, we are, Very truly yours.” 

Reporter's Added Note: If that letter worked ... then all the formulas should be 
thrown out of the window ... and Elmer and I should start all over again. Perhaps 


the writer of that letter was twisting Zenn Kaufman’s formula around to make the 
customer THE HERO by making him come to the rescue of a dying business. 
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Where Else Can You Buy 
LETTE 4 Ki EA 0 S like this 
lou [2a Thousand ! 


Send us a sample of your present letterhead 
and let us quote our MASS PRODUCTION 
price for QUALITY work on any quantity in 
which you buy. Our Letterhead Clinic will 
re-design your old letterhead, if you wish, 
and submit sketches absolutely free and with- 
out obligation, together with our quotation. 


Universal Lithographing Co. 


Dept. 23 


4311 Diversey Ave. Chicago, Ill. 





How to get an 
INCREASE IN YOUR 
ADVERTISING BUDGET 


—without asking your Treasurer for 
More Money! 


Could you use an increase of 5%, 
10% or more of your present adver- 
tising-direct mail budget for powerful 
added promotion? Do you need 
added cash for more equipment, per- 
sonnel, list maintenance? 


By addressing empties or stuffed mail 
to your list of responsive users, ex- 
customers, inquirers, or prospects for 
our non-competing Mailer Clients, 
you can INCREASE YOUR BUDGET 
substantially without having to ask the 
front office'’ for more dollars. Cash 
in on your over-looked assets—your 
lists! Write us TODAY for full details 
at Dept. R-3. 


MOSELY SELECTIVE LIST SERVICE 
Nail Order f WN eadguarters 


230 CONGRESS STREET 
BOSTON 


"MOSELY sends the CHECKS" 
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CLASSIFIED ADS 





Rates, 50c a line—minimum space, 3 lines. 
Help and Situation Wanted Ads—25c per 
line—minimum space 4 lines. 





ADVERTISING AGENCIES 


Your agents, mail order advertisement in- 
serted all newspapers, magazines at pub- 
lishers’ rates. Martin Advertising Agency, 
171P Madison Avenue, New York. 





EQUIPMENT 


SAVE HALF on Mimeographs, Muiti- 
vraphs, Typewriters. Write for list of other 
bargains. Pruitt, 69 Pruitt Bldg., Chicago. 





EQUIPMENT FOR SALE 


HOOVEN AUTOMATICS. Two _ elite 
Hooven Automatic Typewriters doing beau- 
tiful work, cheap for cash. Also perfora- 
tor. Box 301, Reporter, 17 E. 42nd 5t., 
N. Be C. 


MULTIGRAPHS, MIMEOGRAPHS, Fold- 
ing Machines and Attachments — Sold, 
Bought, Traded-in, Repaired and Rebuilt. 
Write us your requirements. Chicago Ink 
Ribbon Co., 19 S. Wells St., Chicago, Ill. 





HELP WANTED 
SOY NUTS, NOVELTY—Healthful, fast- 
selling, delicious uniquely nonfattening! 
Specially processed; high protein; rich in 
Vitamins Bl, A and G; a complete food. 
Doubting Toms send quarter for sample; 
first 2 pounds $1; quantities 33 1/3c Ib. 
Excellent dieters’ lunch-substitute. Builds 
energy, muscles, bones. Light, dainty, 
pleases ladies. Dealers repackage in 10c 
envelopes. Beaumont, 329 S. 12th, Phila- 
delphia, Pa. 





HOUSE MAGAZINES 


500 TWO COLOR House Organs $10.00; 
1M, $15.00. Brings new customers, devel- 
ops present accounts. Free cut and copy 
service. Your ad on front cover. Proven 
results. Get samples. CRIER PUBL., 
1840 E. 87th St., Cleveland, Ohio. 





MAILING LISTS 


Mail to these New Englanders FOR BEST 
RESULTS: 12,500 Garden Lovers; 10,000 
Country Estate Residents; 20,000 Suburban 
Families: 21,000 Wealthy Socialites; 29,000 
Known Givers to Charity. One list brought 
10% response. A mailing costing $750 
brought over $5,000 cash from another list. 
Ask for Bulletin “R-3°. PUBLICITY SER- 
VICE BUREAU (Est. 1915), 69 Newbury 
St.. Boston, Mass. 


Write for LIST CATALOG—6270 Classi- 
fications. A complete Direct Mail Adver- 
lising service. Lists, form letters, address- 
ing, folding, etc. TRADE CIRCULAR 
ADVERTISING COMPANY, 25 So. Mar- 
ket St., Chicago. Ill. Fra. 1182. 
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Professional 
Mailing 
Lists 


Do you circularize Physicians, Dentists, 
Druggists, Osteopaths, etc.? We have 
complete mailing lists covering these 
groups and allied Professions. Our lists 
are on stencils—the service of addressing 
your envelopes can be bought for as little 
as $2.00 per thousand. 


@ 100% Accuracy Guarantee 
@ 72-Hour Service 


@ Clean Address Imprints 


Fisher-Stevens Service, Inc. 
183 Varick St. New York, N. Y. 














4-POINT Creative 


Advertising Service 


My 4-point complete creative advertis- 
* ing service gives you MORE RETURNS 
from your advertising dollar ... be- 
cause my service gives you ALL FOUR 
essential services combined in ONE! 
LAYOUTS - First we make a pen- 
cil plan of your advertisement to put 
punch in your message — , 
COPY - Next we write forceful dy- 
namic copy to tell the story of your 
business convincingly — 
ARTWORK - Our third service is 
to illustrate and add eye-appeal to 
your sales story — 
MAILING LISTS~- And finally 
we create custom-built mailing lists 
for you.. create a market for your 
products ! 


The Carl V. Torrey Service —~ 
210 Fifth Ave., New York, N.Y 


Gentlemen . Send me your free folder. 
I'm open to ideas on how to get more 
returns at lower cost. 


























par 
sonra 
— 
porwr & 

















\ NAME t 
\ ADDRESS 
\ 
5 i 
all 





SELL BY MAIL! Read “MONEY-by- 

MAIL”, the journal of MONEYMAKING 

OPPORTUNITIES. Special Year’s Sub- 

scription 50c. Sample copy 10c. NONE 

FREE. PRODUCTIVE ADV. SERVICE, 

aol 202, 147 ISLINGTON, TOLEDO, 
). 


MAIL ORDER MAGAZINES 





MISCELLANEOUS 


HAVE YOU RECEIVED the New Manual 
on Laurel Process? Let us send you one. 
Describes economical way to reproduce at- 
tractive illustrated sales letters, booklets, 
folders. 500 copies (8%x11”) $2.63: addi- 
tional 100’s 22c. Larger quantities lower 
prices. Ask for quotation. In Metropolitan 
New York request Representative. Laurel 
Process Co., 480 Canal St.. N i 


. . 


MULTIGRAPHING SUPPLIES 


RIBBONS, INKS & SUPPLIES for the 
Multigraph, Dupligraph and Addressograph 
Machines. We specialize in the Re-Manu- 
facturing of used ribbons. Chicago Ink 
Ribbon Co., 19 S. Wells St., Chicago, Il. 








SALES LETTERS 





Letters that say your say in a winning way. 
Request evidence. Jed Scarboro, Maple- 
wood, N. J. 


Tailor-Made SALES LETTERS, individ- 
ually styled to fit any sales problem... . 
National Letter Clinic, 291 Lester Ave., 
Oakland, Calif. 





SITUATIONS WANTED 
HOUSE ORGAN WRITER seeks oppor- 
tunity to serve. Thirty years business back- 
ground. Natural gift for writing. Employee 
edification a specialty. Comprehensive pros- 


pectus. RESTPARK, Willimansett, Mass. 








WORK WANTED 





PUBLIC Stenographer. Manuscripts. Legal 
Work. Office hours: Saturdays only 9 to 
3 P.M. M. Lawrence, 5 Maiden Lane, 5th 
Floor, N. Y. C. Re. 2-0248. 





HOW TO GET IT 


“GET IT!” is the name of a little 24 page, 
4% x 6% booklet written by Tim Thrift 
of 64 Salisbury Street, Winchester, Massa- 
chusetts. Tim has packed into these 24 
pages the experience of a life time in ad- 
vising people how to get what they want. 
It is simply simple psychology. It says in 
a more understandable way what a dozen 
books on psychology might contain. Tim 
sells it for the cost of printing and distri- 
bution. 25c for single copies and a reduc- 
tion for quantities. Many employers have 
given copies to members of their organi- 
zation. 
° 


WRONG SIZZLES 

FORD ADVERTISING is usually tops .. . but 
your reporter thinks someone slipped on a 
recent self-enclosed folder mailed by Ford 
dealers. Picture at left of address side 
shows a woman seated at table (husband 
standing beside her), with salesman ex- 
plaining the portfolio for the Ford car. 
The title (in balloon) is “First! consider 
the engine.” Seems to us we heard some- 
one give a formula that in selling to 
women you shouldn’t try to get them inter- 
ested in mechanics. 


But we noticed that the copy writer 
changed his mind by the time he got into 
the inside of the folder. The woman has 
been left out of the picture and the sales- 
man has the husband’s head under the 
hood. 
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In Every Reranch of Lithography 















































405 HUDSON STREET ¢ CANAL 6-7545 + NEW YORK, N. Y. 


RISING 


In addition to Olde Quill 
Deckledge, the Rising Paper Company manu- 
factures Red Lion Text and Intralace for 
direct advertising use, and also makes a com- 
prehensive range of Bonds, Writings, Ledgers, 
Indexes and Wedding Papers and Bristols. 
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For the advertiser, Rising Olde Quill Deckledge 
presents the message with a maximum of attractive- 


ness and a minimum of cost. 


For the printer, Olde Quill performs excellently 
on the press in letterpress, offset lithography and 


gravure. 


Olde Quill is made in White and five colors, and 
in one text and three cover weights, so that its 
possibilities for use in direct mail, booklets, cata- 


logs and folders are unlimited. 


Ask your Rising distributor for samples of Olde 
Quill, or write to the Rising Paper Company, 


Housatonic, Massachusetts. 








